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Rough Proofs 


Gladys the beautiful receptionist 


says she feels awfully sorry for 
those flour millers who always ad- 
yertise an aluminum sauce pan with 
every purchase. 
v v v 

What ever became of the old- 
fashioned saloon keeper who of- 
fered a hard boiled egg or fried 


oyster with every drink except a 
schooner? 
, FT F 


Notre Dame grads have 
hopes for Frank Leahy, their 
football coach. They say he com- 
bines the best features of Knute 
Rockne and Pat O’Brien. 


great 
new 


» |? 


South Americans are getting so 
much attention via radio and maga- 
zines these days they are justified in 
believing the good neighbor has just 
moved in. 

v v v 


Dorothy Lamour and Mary Mar- 
tin say it’s impossible for a girl to 
lose her girdle, regardless of what 
a Los Angeles columnist insists he 
saw. Of course they’d not deny 
that it’s pretty easy to step out of a 
step-in. 

v v v 


Pall Mall, they say, is “a cigar- 
ette deliberately designed for better 
smoking.” In other words, if you 
think it’s all right, remember they 
did it on purpose. 


v ve 


In approving British fox hunts in 
the bomb -shattered countryside, 
Johnson Suture Company modestly 
plays down its own contribution to 
these strenuous times, chrome twist 
gut. 

vgweyY 


Men aren’t supposed to read 
Vogue, and that’s why they tell in 
those pages the secret of Persuede, 
which is made “for seven different 
figure faults.” It’s all very disillu- 
sioning. 

v v v 


the author of the 
statement that the 
woman knows how to 
own figure. That’s the 
where some wiseacre rose and 
reminded the audience that 
don’t lie, but liars figure 


Vogue is also 
unqualified 
American 
audit her 
place 


figures 


oe 


Any time 
Cast over 


you get a little down- 

what's happening in the 
World, including the United States, 
ust remember that liberty is being 
lefended and protected at all times 
by Walter Winchell. 


v v v 


The greatest advertising hazard 
not running copy for Palm Beach 
uits in a snow storm, but present- 
nga great American novel in paid 
pace exactly opposite the frank 
mments of an unappreciative 
0K critic. 
’ v A 


Most gals are in a hurry to be 
fautiful, and so Max Factor’s new 
toduct, Pan Cake make-up, ought 
* Zo over with a bang. All it prom- 


*s is to beautify instantly 

v ’ v 
South Sea witchery in a sun 
ait as provocative as it is practi- 


of Cole 
isn’t that what 


the interesting offer 
‘California. But 
akes it practical? 


Copy Cus. 


NEW CAMPAIGN 


= 


= 


—_— 


Sawyers 


Baker 


CRACKERS 


That's ro jy ladies 
Bu, R 
Baker Bi OY 

CRACKERS 


Crisp to bite! - Salted just right! 


Sawyer Biscuit Company, Chicago, tests 
Baker Boy copy with newspaper and spot 
radio advertising in South Bend and 
Elkhart, Ind., and Decatur, Ill., through 
George H. Hartman Company, Chicago. 


Two Consumer 
Boards Urged 
at TNEC Hearing 


Washington, D. C. 
Creation of a special central con- 
sumer agency and a consumer 
st:ndards board was recommended 
to’ the Temporary National Ecot 
nomic Committee this week by 
Agriculture Consumer Counsel 
Donald-Montgomery. This program 
was presented during a general dis- 
cussion of the agriculture problem 
before the committee. Mr. Mont- 
gomery emphasized that he was 
speaking for himself and not the 
Department in making these recom- 
mendations. 

The proposed central consumer 
agency would represent the interest 
of consumers in all functions of the 
government; furnish expert con- 
sumer advice to individual agencies, 
and review and make reports on the 
effect of activities of the govern- 
ment as it relates to consumer wel- 
fare. 

The second agency 
consumer standards 
be composed of 
government 


Feb. 26 


proposed, the 
board, would 
representatives of 
agencies concerned 


with consumer problems This 
group would formulate permissive, 
not mandatory, standards for vari- 


ous commodities which would in 
turn be administered by an admin- 
istrator. Food and drug regulations 
would not be superseded. 


Help to Farmers 


Appearing with Mr. 
was Mordecai Ezekiel, 
the Department, 


Montgomery 
economist of 
who presented a 
detailed statement on the workings 
of the American economy 
statements made by Mr. Ezekiel 
were directed at control of excess 
savings and increase of buying 
power. To provide the necessary 
buying power he urged government 
spending, taxation and modification 
(Continued on Page 33) 
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Aluminum Ruling 


Battle Breaks 


Out Over 


Has Repercussions NAM Textbook Analysis 


in Many Industries 


Kitchen Ware Makers 
Hit; Others Worried, 
Survey Shows 


Chicago, Feb. 27.—Establishment 
of mandatory priorities on alumi- 
num and certain other products by 
the Office of Production Manage- 
ment this week threw the aluminum 
industry particularly the 
fabricators of small ware—into a 
situation which they had _ been 
expecting for some time, but which 
they still hope will prove more 
serious in contemplation than in 
actual fact. 

Few fabricators of aluminum 
small ware, such as kitchen utensils, 
have large stocks on hand, and most 
were prevented from building up 
their inventories, even in the face 
of disappearing supply, 
by year-end business which proved 
exceptionally good, and _ conse- 
quently drained stocks to a greater 
extent than had been anticipated 

But while new production has been 
curtailed and lines shaved in some 
instances, and while the whole | 
industry is figuratively holding its 


sources of 


breath, the Aluminum Wares aid 
ciation and individual manufac- 
turers uniformly believe that yw 


plants will be put into produci’on 
quickly enough and in sufficient 
quantity to prevent any really 
ous results. New sources of supply 
are expected to be in operation 
within two months, and while their 
production will be limited at first, 
manufacturers in the field hope that 
production capacity will be so 
greatly enlarged by November that 
normal, or nearly normal supplies 
for commercial use will again be 
available. 


Auto Makers Worried 


While the mandatory 
rating placed on 


serli- 


priority 
aluminum directly 


affects those using this metal, fab- 
ricators and users of other metals 
are not especially happy about the 


outlook. The automobile manufac- 


turers, particularly, recall Mrs. 
Roosevelt's remark of last week to 
the effect that aluminum ware and 


(Continued on Page 33) 


MACFADDEN HEAD 


O. J. Elder 


Macfadden Retires 
from Publishing; 


Elder ls New Head 


New York, Feb. 27 
a colorful publishing career, Ber- 
narr Macfadden today resigned as 
president of Macfadden Publica- 


Winding up 


tions Management of the maga- 
zines, whose distribution totals 
almost 200,000,000 copies a year, 


has been taken over by a group of 
the company’s top executives, 

The new president and publisher 
is O. J. Elder, a veteran of 
than 30 years’ 
Macfadden 
held the 


more 
service with the 
organization, who has 
post of othedger director 


of all the magazine He is suc- 
ceeded by Harold A. Wise, adver- 
tising manager of Liberty, and for- 
merly advertising manager of True 
Story. Mr. Wise has been with the 


company for 20 year 
In announcing his retirement Mi 
Macfadden “Having reached 
(Continued on Page 33) 


said 


Last Minute News Flashes 
Standard Brands Extends Scope of Film Service 


New York, Feb. 28.—-Within two weeks Standard Brands will extend 
its film merchandising activities to the entire country east of the Rockies 
following opening of a new finishing and developing plant in Chicago 
A newspaper campaign in all leading markets will get under way 
Decoration Day and continue through Labor Day, urging consumers to 
buy film from groce: 

The company is also launching a Chase & Sanborn drive featuring 


Rogers silverware premiums, with The American Weekly and This Week 
carrying copy in March Newspapers throughout the country, except 
for Chicago and the West Coast, will plug the deal the remainder of the 


year. McCann-Erickson is the 


agency 


Burke Herrick Heads Leo Burnett Radio Department 


Chicago, Feb. 28 Burke 
N. W. Ayer & Son, Chicago, to 
ment of Leo Burnett Company, 


Herrick 


become 


today resigned as radio director of 


manager of the radio depart- 


Chicago. 


Cream of Wheat Campaign Linked with Pet Milk 


Minneapolis, Feb. 28.—Cream of 
1,000-line copy in The American 
April and into the first week in May 


May 3, in a tie-up with Pet milk. 


the agency. 


Week ly 


Batten, 


Wheat will use 17 magazines, plus 
and This Week, to run through 
to feature Baby Week, April 27- 


3arton, Durstine & Osborn is 


Dodge Names Ackerman Advertising Director 


Detroit, 
chandising, 


Feb. 28.—J. R. 
Dodge Division, 


Ackerman, 
Chrysle 
pointed director of merchandising and 


director of truck mer- 
Detroit, has been ap- 
advertising for the division. 


assistant 
r Corporation, 


Opinions Expressed by 
Abstracter Raise Ire of 
Educators 

New 


pers 
ness 


York, Feb. 26.—With tem- 
in both educational and busi- 
circles boiling over following 
initial disclosures in the National 
Association of Manufacturers’ in- 
vestigation of textbooks used in 
public schools throughout the coun- 
try, advertisers awaited with inter- 
est the expected publication next 
week of the abstracts taken from 
the 553 books analyzed. The com- 
pleted data will cover more than 
700 printed pages. 

The storm broke 
when Dr. Ralph 
professor of banking at 
University, who was 
by the NAM last December to di- 
rect the abstracting, expressed his 
personal reactions on the project 
just as 12,000 educators were 
gathering in Atlantic City for their 
annual conventions, although the 
NAM insists that when the project 
was set up it was definitely under- 
stood that no personal opinions 
would be expressed. 

Dr. Robey declared that a “sub- 
stantial proportion” of the social 
science textbooks used by the 7,- 
000,000 child;en in American sec- 
ondary school, reflect a critica’ at- 
itude toward the American form of 
government and tend to deride the 
private enterprise system. He also 
volunteered the opinion that most 
of the books are poorly written and 


last 
Robey, 


week-end 

assistant 
Columbia 
commissioned 


show a lack of competence on the 
part of their authors 
Controversy Anticipated 


That the NAM anticipated a con- 
| troversial outburst as a result of its 
program was obvious from the out- 
set (ADVERTISING AGE, Dec. 16). In 
announcing the plan the association 
remarked that “manufacturers 
should not form opinions on the ba- 
sis of a stray paragraph in a news- 
paper or magazine, but should 
quaint themselves personally 

the real facts.” 

Dr. Robey was instructed to ab- 
stract all textbooks in the field of 
history, civics, sociology and 
nomics in general use in the public 
schools of the country. He was fur- 
ther advised to refrain from ex- 
pressing any opinion on the polit- 
ical, economic or social philosophy 
enunciated in such books. His 
function was to summarize the au- 
thor’s attitude, and the question 
whether that attitude was “right, 
wrong or neutral” was to be left for 
the determination of readers of the 
abstracts. 

In order 
of point of 
tained as his 
stracting 


ac- 
with 


eco- 


to achieve a “diversity 
view” Dr. Robey re- 
associates in the ab- 
assignment three educa- 


tors, described by the Columbia 
professor as “a Marxist, a liberal 
and an independent with conserva- 


tive leanings.” 
NAM Disavows Statement 


Publication of Dr 
ion of the textbooks 


Robey’s opin- 


brought in its 


wake a statement by the NAM 
which recalled that “it was defi- 
nitely understood that these ab- 
tracts were not to contain the 
opinions of any members of the ab- 


stracting staff, but 
epitomize the 


the books 


were simply to 
attitudes expressed in 
toward two subjects- 
Ameri- 
Whether 


disclosed are 


private enterprise and the 
can form of government. 
the attitudes 


thus 
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“ | | — —_—— 
good or bad, correct or incorrect, or | social prestige, our health, our desire | great demands for certain brands or enough to buy everything she 
patriotic or subversive, are not |to have friends, our desire to get| kinds of goods, and thus by building wants.” 


characterized by the abstracts in 
any way. Conclusions on these 
points can only be reached as a 
matter of personal opinion, and 
undoubtedly will vary according 
to the personal bias of various read- 
ers of the abstracts.” 

The association disavowed any 
responsibility for Dr. Robey’s opin- 
ions, asserting “there is no more 
reason to claim that this is the atti- 
tude of the NAM than there is to| 
attribute to us the viewpoint of the 
persons now taking exception to Dr. | 
Robey’s beliefs.” 

In support of his contention that 
many textbooks are critical of busi- 
ness, Dr. Rebey offered a few of the 
abstracts which will be made avail- | 
able in full shortly. Several of | 
these contained uncomplimentary | 
references to advertising. For ex-| 
ample: 

From “Elements of Economics,” 
by Richard Freier, instructor of 
economics, Evander Childs High 
School, New York: 

“Most business men have learned 
from past experiences that almost all 
consumers buy as a result of appeals 
which have been made to their emo- 
tions and that very little buying is 
done as a result of very careful 
thinking. They therefore find it profit- 
able to see to it that most of their ad- 
vertisements appeal not to our intel- | 
lect but to our fears concerning our! 


married, our desire to be good look- | 


ing, our desire to do what the wealthy 
classes do. 
Too Much Advertising 


“Because of the fact that there may 
be hundreds of thousands of brands 


of the same commodity on the market, | 
producers find it necessary to spend | 


vast sums of money to advertise the 
facts that their product is the best 
on the market or that it possesses a 
certain quality not possessed by com- 


peting products. The cost of adver- | 


tising is added to the selling price of 
the product. In addition, the con- 
sumer must pay for the wastes re- 
sulting from the duplication of fac- 
tories, salesmen, middlemen and de- 
livery systems, all producing the same 
commodity. 

“As a result the consumer pays the 
selling price set by the high cost of 
production of the least efficient of 
the many producers on the market. I 
there were fewer producers supplying 
the commodity, these few could pro- 
duce on a larger scale, and because of 
their mass-production methods and 
lowered expenses for advertising they 
would be able to sell at a lower price, 
Many consumers in the lower-income 
groups would thus be enabled to pur- 
chase the commodity. 

“Social control over profits, accom- 
panied by some form of planned pro- 
duction in both agricultural and in- 
dustrial fields, may furnish our con- 
sumers with a _ plentiful supply of 


| goods at prices low enough to enable 


them to maintain a healthful and 
decent standard of living.” 

From “Society and Its Problems,” 
by G. S. Dow: 


“While advertising has built up 


| 


;up vast establishments and concen- 
trating upon a few special styles or 
types or sizes has so systematized 
| production as to lower the cost of 
production and distribution, advertis- 
ing has undoubtedly increased the 
cost of living. It has done this not 
so much by getting us to pay more 
for an article—which it has of course 
done at times—as to cause us to buy 
more or to buy before we needed the 
product.” 


| Included among the books criti- 
'cized by Dr. Robey were several 
works by Prof. Harold Rugg which 
have long been the subject of attack 
by the Advertising Federation of 
America and other groups. 

In educational circles, counter- 
|moves which followed the issuance 


, | of the Robey report included ap- 


pointment of a subcommittee by 
| the American Committee on De- 
|mocracy and Intellectual Freedom 
'to “test the accuracy” of the NAM 
abstracts; announcement by the 
| School Book Publishers National 
| Association that a special committee 
will “go into the matter of these 


|charges specifically”; and organiza- 


‘tion by the officers of the National 
Education Association of the Na- 
tional Commission on the Protection 
'of Democracy Through Education 
/as a means of counteracting in the 
|public mind. attacks on activities 
| conducted in public schools. 


WELL presented sales story gets 
results in the building industry to- 
day, because conditions are right. 
The building industry is busy building 
650,000 
AMERICAN ButLper provides the perfect 


new homes this year. April 
setting for a gem of a sales story, because 
it has the right theme, the right special 
features, the right audience, and is timed 


right. 
~The 


Construction,” a 


April American BuiLper features 
of Good 


timely theme for interested but price-con- 


Low Cost 


scious prospective home owners. Special 


for a huge share of the nation’s residential 
and light-load-bearing construction. April 
AMERICAN Butiper is placed in the hands 
of this huge, responsive audience at the 
height of the biggest spring building sea- 


son in years, 


The Low Cost of Good Construction fea- 
ture of the April American BuiLper places 
a powerful, timely, and needed sales tool 
in the hands of both active building men 
and manufacturers. Editorial features 
from cover to cover will show how and 


why good construction saves more than it 


features include a 12-page, four-color sec- costs. Here is a theme that each manu- 


tion of attractive home exteriors and in- facturer of quality building products can 


teriors: a Classified Directory and Buyer's endorse. can use to his own advantage in 
Guide; a Trade Name Index, and special selling, and in his advertising copy. That 
l-, 2-, and 3-inch directory display spaces , : 
' is why the April American ButLper pro- 

at $25 an inch (all directory features dl } 
3 vides the perfect setting for a gem of a 

appear only once a year in April). 
. , sales story—your sales 


story showing 


And what an audience! More than 70,000 how use of your products assures good con- 


active building men who are responsible struction and low costs. 


AMERICAN BUILDER ) 


A Simmons-Boardman Publication 


105 West Adams Street 


CHICAGO ..... 


30 Church Street 


NEW YORK 


To Sell the Building Field— 
Sell AMERICAN BUILDER READERS FIRST 


AMERICAN BUILDER 


AND BUILDING ACE 


Are ‘Forgotten’ 
by Merchandisers 


Hair 


New York, Feb. 26.—A portrait 
of consumers as color types rather 
than individuals was presented as 
a new approach to merchandising 
by Bernice Bowser, Bowser Serv- 
ice, in an address last night before 
the third annual Graphic Arts Buy- 
ing and Selling Clinic sponsored by 
J. E. Linde Paper Company. 

Dividing women into five color 
types, Mrs. Bowser described the 
“silver gray” and “All American,” 
or brown-haired, types as repre- 
senting 60 per cent of the buying 
public, a forgotten segment which 
has been neglected in favor of the 
blonde, brunette and redhead types 
which represent only 40 per cent of 
the feminine population. 
| “We give you the forgotten wo- 
'men, the 60 per cent of our buying 
_public who have not been given at- 
|tention,” Mrs. Bowser said. “This 
‘is a new and receptive audience. 
| These two color types are grateful 
for attention and respond promptly 
and with enthusiasm.” 


Silver Gray Wealth 


The silver gray type, the speaker 
continued, is the most important of 
all color types because she controls 
|75 per cent of the money handled 
by women. Mrs. Bowser described 
this type, the woman whose hair is 
white, gray, silver or whose hair is 
beginning to turn, as the “purchas- 
ing agent of America.” 
| “She finds that she cannot wear 
the colors which she has always 
|/used and she is confused. She re- 
sponds quickly to advertising aimed 
at her color type. She is the easiest 
color type to sell and she has money 


Says 60% of Women 


Color Stylist Analyzes 
Market by Color of 


According to Mrs. Bowser, this 
type represents 20 per cent of the 
American population and 50 per 
cent of women in the $5,000 or 
more income range. 

The All American, the other “for. 
gotten” color type, Mrs. Bowser 
described as the “typical American 
with brown hair, drab or browy 
with gold or red glints.” This type. 
the speaker said, represents 40 per 
cent of the buying public and “re. 
sponds quickly to advertising.” 

Shows Color Visualizer 

The speaker displayed a chart 
showing the wardrobe of a girl with 
a $25 weekly salary and adviseg 
|her audience to “think of how her 
‘color personality may be raised or 
lowered by the colors she wea 
To simplify the color problem, 
|Bowser Service has developed a 
/ patented visual which shows the 
| intensity of color recommended for 
'each color type and the intensity of 
color which should be avoided 

United States Gypsum Compén 
will introduce next month Texo)it 
wall paint designed to give ever 
color type the correct color in /ier 
walls and ceilings, Mrs. Bower 
said. A “Texolite Color Guide” \ j]] 
provide each type with two “room 
recipes.” Mrs. Bowser also cited 
Alexander Smith & Sons Carpet 
Company as_ another company 
which has used color as a defin te 
phase of its merchandising. 


y 
e 
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'B-S-H Appoints Wylie 
as Radio Director 
Blackett-Sample-Hummert, _Inc., 
Chicago, has appointed Max Wylie 
|radio director of the company’s 
|Chicago broadcasting activities. 
Mr. Wylie directed script and 
{continuity for CBS in New York 
for the past seven years, and is 
author of a well-known textbook, 
“Radio Writing.” He will join the 
Chicago agency March 10. 


Named Assistant at WEEI 

Katherine MacKillop, formerly 
secretary for the sales promotion 
department, has been named assist- 
ant to David S. Garland, sales pro- 
motion manager of Station WEEI, 
| Boston. 


26,619 EXECUTIVES Ot 
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CHICAGO’S EVENING NEWSPAPERS 


The latest publisher’s statement to the A.B.C. for the in- 
terim three-month period ending December 31, 1940, shows: 


Total City and Suburban Circulation 
The TIMES 408,925 


Daily News 407,478 


The Herald-American has filed no statement for this 
period; however, their last available statement for the six 
months ending September 30, 1940, gave them 404,456. 


Irs a toss-up in the race for city and suburban readers 
and the field is ‘‘bunched.’’ A decade spent trying to get a good 
newspaper ahead, by the simple means of honest reporting, live 
news pictures, and vigorous editorial policy has brought The 


TIMES a gain of 270,601 readers. It’s neck and neck with its 
competitors. 


‘THE TIMES 


CHICAGO'S CTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 


SAW YER- FERGUSON-WALKER CO. 
ee, NEW YORK DETROIT CHICAGO 


N. ANGIER 
ATLANTA 


a baal 
5 he tt tate 


LOWEST MILLINE RATE FOR EVENING NEWSPAPERS IN THE U. S. 
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Commercial FM 
Now Permitted 
on Application 


New York, Feb. 27.—Commercial 
operations by FM stations in sev- 
eral sections of the country moved 
a step closer to realization § this 
week when the Federal Communi- 
cations Commission announced that 
“upon appropriate request” experi- 
mental transmitters will be per- 
mitted to go commercial pending 
complete installation of their regu- 
lar equipment. 

The FCC’s action was a direct 
result of the difficulties encountered 


by authorized stations in securing 
transmitting equipment due to 
manufacturers’ preoccupation with 


defense orders. Thus far 39 con- 
struction permits have been granted 
by the FCC for commercial FM 
transmission, but the equipment 
hitch has confined actual broadcast- 
ing to 21 experimental stations, 
most of them low-powered. Of the 
latter group 11 have already re- 
ceived construction permits for 


commercial operation. 

The licensees eligible to 
the commercial go-ahead, 
their existing equipment, are: 

Bamberger Broadcasting Service 


request 
using 


(WOR), New York; National 
Broadcasting Company, New York: 
Yankee Network, Mount Washing- 
ton, N. H.; WDRC, Inc., Hartford, 
Conn.; Travelers Broadcasting Serv- 
ice (WTIC), Hartford: Milwaukee 
Journal (WTMJ), Milwaukee; 
WBNS, Inc., Columbus, O.; General 
Electric Company, Schenectady; 
Westinghouse Radio Stations, Bos- 
ton and Springfield, Mass.; and 
Zenith Radio Corporation, Chicago. 


Philadelphia Industrial 
Congress Meets March 13 


The Eastern Industrial Advertis- 
ers, Philadelphia chapter of the 
National Industrial Advertisers 
Association, in cooperation with the 
Sales Managers group of Philadel- 
phia and the Philadelphia chapter 
of the American Marketing Asso- 
ciation will participate in Philadel- 
phia’s Industrial Congress at the 
Manufacturers & Bankers Club 
March 13 with a special program. 

A galaxy of prominent speakers 
will be featured on the program. 


George Benton Named 

George W. Benton, active in trade 
association work in Chicago for the 
past 15 years, has been appointed 
Western manager of the Lithogra- 
phers National Association, Ine., 
with headquarters at 29 S. LaSalle 
street, Chicago. 


DISPLAYS LEATHER 


devel- 
Amity 
Leather Products Company, West Bend, 
Wis., for its saddle leather billfolds, key 


Interesting counter display unit 
oped by Rolfs, division of 


and cigaret cases. It was designed by 

B. J. Stephens, advertising manager, 

and produced by Hartwig Studios, Mil- 
waukee. 


| ling 


| ing 
| Association and the Home Econom- 


Cummings Changes Name 


Earl M. Cummings, Advertising, 
Rockford, Ill., has announced a 
change of name to Cummings, 


Brand & McPherson. The new mem- 
bers of the company, A. B. Brand 
and James R. McPherson, have been 
associated for a number of years 
with Mr. Cummings, who continues 
as president. 
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NATIONALLY 


RADIO STATIONS 
BY NBC SPOT SALES” 


Seek Formula for 


Teaching Consumer 


Education Classes 
400 Educators 


Meeting 


Atlantic City, Feb. 25.—Although 


fully committed to the proposition | 


that consumer education must be 
established an integral part of 
public school and college curricula, 
teachers are still groping for a for- 
mula that will guide them in hand- 
the subject, it was indicated 
here last weekend at the joint meet- 
of the Consumer Education 


as 


ics Department of the National 
Education Association. 

Discussions at the conference, at- 
tended by about 400 educators from 
all parts of the country, revolved 
about two chief considerations: 
first, analysis of the need for aiding 
youngsters to perform their con- 
suming functions more efficiently; 
and second, study of a_ practical 
procedure for pursuing this educa- 
tional task. 

The keynote of the meeting was 


sounded by James E. Mendenhall, 
educational director, Institute for 
Consumer Education at Stephens 


College, who asserted that this “area 
of education is here to stay because 
it deals with the fundamental needs 
of people.” Consumption is a basic 
aspect of living, he asserted, as vital 
as production. 


Suggests Four Goals 


Dr. Mendenhall-emphasized the 
point that teachers need a formula- 
tion of objectives if consumer edu- 
cation be effective. He sug- 
gested four such goals: to help the 
student become a better manager of 
the resources he possesses; to help 
him become a wiser buyer; to help 
him become a wiser user; and to 
help him become a better informed 
and wiser “consumer citizen.” 

As to the content of consumer 
education, Dr. Mendenhall insisted 
such guidance must be geared to 
the student's daily life, with em- 
phasis on a “more satisfactory level 
of living.” He included such fac- 
tors as food, shelter, clothing, edu- 
cation, medical care and transpor- 
tation. 

Turning to still another problem, 
the organization of courses, he sug- 
gested that the subject be _ inter- 
twined with virtually all other 
courses of study—home economics, 
English, economics, history and soci- 
ology. 

After offering this presentation of 
a framework for the future, Dr. 
Mendenhall expressed concern over 
the interest in consumer education 
evinced by certain business groups 
which he characterized as “a threat 
to the development and progress of 
consumer education.” 

“If pressure groups can do this,” 
“free education no 
longer exists. Educational author- 
ities should decide and have the 
final voice, not pressure groups. We 
should recognize the right of pres- 


is to 


he asserted, 


sure groups to express their opin- 
ions, but we should also insist that 
students should have the right to 


make up their minds.” 


Role of Business Shown 


Dr. Mendenhall paid tribute to 
the National Association of Better 
Business Bureaus for its aid in en- 
couraging students to visit local fac- 
tories and become acquainted with 
the commercial scene. Other busi- 
men also cooperating in 
this program, he said. 

The role of the business in con- 
sumer education was brought 
to the fore by Edward Reich, editor, 
Consumer Education Journal and 
one of the founders of the associa- 
tion. Hailing the advent of a “new 
order in. business’—more “social 
minded” business men—Mr. Reich 
pointed out that instead of showing 
an antagonism toward all business, 
educators might well cooperate with 


ness are 


also 


Study 
Question at Special 


= — 
the commercial people in the 
order.” 

“Don’t condemn all business” }, 
suggested. “More can be gained the 
other way.” F 

Among the specific projects in 
consumer education described }, 
participants in the conference , 
housing guidance for under-p; 
eged families in Philadelphia 
search to determine consumer nee 
in Teaneck, N. J.; and canned fo, 
studies in Paterson, N. J. 

The latter, 


ney 


sponsored by the 
home economics department o/ the 
|Paterson public schools, was de. 


signed as a “home making cys 
for the 6th through the 8th gra:jec: 
The project was conceived 
technique for “adapting a pra 


working knowledge of cons ime, 
education to use in the life of 
grammar school child.” 
Study Canned Foods 

“The usual role of a younger 
child as a buyer takes him to the 
grocery store to make canned goods 
purchases more frequently than an, 
other group commodity,” Elizabeth 
McGovern, teacher in charge ex. 
plained. ‘Therefore, teaching the 
wise purchase of canned goods 
should be part of consumer educa- 
tion in the grades.” 

Empty cans collected by the chil- 


dren at home constitute important 
source material for this course. The 
cans are brought into the classroom 


sorted, rough edges smoothed and 
duplicates eliminated. A guid: 
chart, showing the factors to b 


considered in purchasing canned 
goods, is used in each classroon 
The salient points contained on th 
chart include: 

Size of can; brand names, includ- 
ing reliability of brand names 
statement of quality on the label 
examples of cans. bearing labels 
marked “Below U. S. Standard” o1 
labels illustrating a statement of 
minimum standards set by the Food 
and Drug Administration; style of 


pack; amount of food in the can 
color of product; sweetness of 
syrup; size of pieces; sources of 
commodity; suggested uses; com- 


‘parative costs. 


After the guide is filled in, it is 
kept permanent reference t 
be used by home-making classes 
Other suggested uses are that the 
guide be posted “in the hall wher 
boys can see it’’ as well as for per- 
usal by parent groups. 

For high school students, th 
Paterson project calls for instruc- 
tion in clothing and textiles as wel 


as a 


as foods. Aims of the advanced 
course are to “get what we want 
and need at lowest cost,” and 1 
acquire “some knowledge of tht 


production of consumer goods and 
marketing difficulties.” 


Urge “Unfair Sales” Bill 


An unfair sales bill has been in- 
troduced in the Illinois legislature, 
to prohibit sales at retail or whole- 
sale below cost with intent to injurt 


competitors. Another bill ould 
require employers advertising [0 
help, where a strike or lock-out 


exists, to indicate that fact in the! 
copy. 
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ANNOUNCING THE 


Book. St 


Cosmopolitan 


Pd 
& 


a 


~ 


we ee ee ee ee 


BOOK 1 
* 

The Magazine 
Here you'll find Cosmopolitan’s famous se- 
rials, short stories, novelette and articles — 
plus an opening editorial section, more inter- 
esting than ever, inaugurating several new 
features. A new novel by Edna Ferber, “Sara- 
toga Trunk”, starts in April. All the historic 
power and dramatic appeal that made “Show 
Boat” and “Cimarron” famous, promise that 
“Saratoga Trunk”, too, will be a best-seller. 


Complete Short Novel 


One continuous, undivided section is devoted 
to this short novel, and it is separated from 
the rest of the magazine by its own colorful 
“book jacket”. In April, read “October Cross- 
roads” — perhaps the strongest and finest 
story of a woman’s emotions Faith Baldwin 
ever wrote. Her latest Cosmopolitan serial 
was called by the New York Herald Tribune 
“as ingenious as it is dramatic”. 


Re 


BOOK 3 
Non-Giction Book Digest 
Another complete unit of the 4-book maga- 
zine giving uninterrupted reading. Each 
month it will preview, in swift, comprehen- 
sive form, some forthcoming non-fiction book 
destined to be a best-seller. This month, Cos- 
mopolitan has selected “Trousers Will Be 
Worn”, by C. V. R. Thompson. It’s even 
keener, more incisive, and more humorous 


than his first best-seller, “1 Lost My English 
Accent”. 


BOOK 4 


Gull Rook-Length Nouel 


In April, read “Benjamin Blake” a romantic 
adventure story with a historical background. 
Written by the well-known Cosmopolitan au- 
thor, Edison Marshall, it has already been 
selected by the Literary Guild, and bought by 
20th Century-Fox for a feature picture. By 
all accounts, “Benjamin Blake” seems headed 
for the “best-seller” lists! 


NEW, SMART 


g 


NOW!...4 distinct appeals to a reader's 
interest...4 different ways to HOLD that 
interest right through the magazine! 


The April Cosmopolitan is the first issue of a greater Cosmo- 
politan — with brand-new features — more color illustrations — 
more good reading than ever before! What's more, for today’s 
streamlined reading, the new Cosmopolitan is divided into four 
distinct books — each with its own cover! 

Always a leader in its field, Cosmopolitan once again, with 
this new 4-book magazine, demonstrates that leadership. The 
new format —a brilliant innovation in Cosmopolitan’s field — 
will result in greater reader convenience, greater interest, and 


more thorough page-to-page reading. 


11 years of advertising leadership 


For 11 straight vears, advertisers have used more space in Cos- 
mopolitan than in any other magazine in its field. They recog- 
nize the value of a magazine with a policy of keeping up to the 
minute — a policy that keeps Cosmopolitan constantly seeking 
“The best in fiction, fact and illustration.” It is this policy that 
has given Cosmopolitan the greatest newsstand sale in the gen- 
eral magazine field and carries it each month into nearly 1,850,- 
000 homes where it is read by over 4,500,000 intelligent, re- 
sponsive people with a spendable income of more than $5,500,- 
000,000, 

Now Cosmopolitan makes it possible for your advertising to 
get to these millions of people ... these billions of dollars... 
with greater page-to-page attention and more eager through- 
the-book interest than ever before. Probably you'll want to know 
more about the new Cosmopolitan, We'll be glad to have a rep- 


resentative call on you. 
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Ohio Court O. K.’s 
Barber Advertising 

The Ohio supreme court has up- 
held lower court rulings in a de- 
cision holding invalid a section of 
the barbers’ licensing code which 
banned price advertising. 

The court declared that the law, 
absolutely prohibiting the advertis- 
ing of prices for barber service, was 
obviously unreasonable and violated 
constitutional rights. 

Named to Federal Post 

Gerrit Vander MHooning, past 
president of the National Associa- 
tion of Retail Grocers, has been ap- 
pointed consultant to the division 
of purchases, office of production 
management, in Washington. 
will work with the food 
ment advisory committee. 


procure- 


Fleer Serial in 6 Cities 

After testing the program in the 
East and Middle West for the past 
year, Frank H. Fleer Corporation, 
Philadelphia, will sponsor “Don 
Winslow of the Navy” for its Dub- 
ble Bubble gum in six cities: Sta- 
tions KSTP, Minneapolis; WBZ, 
Boston; WBZA, Springfield; WWL, 
New Orleans; KPRC, Houston; and 
WFIL, Philadelphia. The 15-min- 
ute program is aired daily through 
N. W. Ayer & Son, Philadelphia. 


New Geisler Program 

Moore & Hamm, Inc., New York. 
has started a campaign for Max 
Geisler Bird Company, maker of 
Geisler balanced bird foods, using 


He ,a 15-minute program on one station 


with others to be added later. H. V. 
Coughlin is account executive. 


Four Changes at WOWO 

Franklin Tooke, formerly pro- 
gram director of Station WOWO, 
nas been named program director 
for both WOWO and WGL, West- 
inghouse radio. stations at Fort 
Wayne, Ind. Eldon Campbell, spe- 
cial events director, was appointed 
WOWO production director and 
Carl Vandagrift was named produc- 
tion director for WGL. Charles 
Edward Koops, formerly with the 
Triad Advertising Company, has 
jcined the WOWO-WGL continuity 
department. 


Howe to Meyerhoff 

Andrew M. Howe, associate edi- 
tor of Printers’ Ink in the Midwest 
for the past 16 years, has joined the 


creative staff of Arthur Meyerhoff | 


& Co., Chicago. 


. 


M ANY of your “printing” jobs ean be done better, more 
economically, by Offset Lithography”. 


This process 


now produces advertising folders, posters, labels. cartons, 


letterheads, window displays, car cards, books. beer cans. 


cheeks, magazines and a hundred and one other graphic arts 


products to the tune of over a quarter billion dollars a year. 


Offset Lithography is versatile. 


On tissue or car card stock. 


on coated or uncoated paper, on metal or leather, even on 


rough blotting paper, Lithography reproduces anything from 


a black-and-white business form to a delicately tinted pastel 


with complete fidelity . 


For pictorial subjects. Offset Lithography saves substantially 


on the cost of plates. 


On long runs, lithographic transfers 


(duplicate designs on plates) are considerably less expensive 


than clectroty pes. 


Further economies may be effected be- 


cause of the infinite variety of stocks that may be used. giving 


bulk without increase in weight. if desired. 


Quality Lithography requires skilled lithographic craftsmen. 


Skilled lithographic craftsmen 


... from artist to pressman... 


belong to the Amalgamated Lithographers of America. 


Buy from a Union Lithographer and be sure of a quality job. 


AMALGAMATEDO 
LITHOGRAPHERS 


*The term on Lith wmraphy, Offset Printing 
PhotoOffeet and Phot ] thography, are simply 
other names for the one basic process, Lithography 
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ARMOUR TESTS QUICK FROZEN CHICKEN APPEAL 


as * 


..- Serving 


Wi EMBARRASSEp , 


EVER 


tough chicken to a 


OISCOVERED 
CLOVERBLOOM TABLE 


& > 
CAUSE THEYRE y 
THE PICK OF THE 
FLOCK / TWEY Say 


ENOUGH FOR A2MOUR 
TO TasLe CRESS! 


A NEW WAY 70 BUY POUL Tey / 


Cloverbloo 


US GOVERNMENT INSPECTED 


CARLING, THIS 
CHICKEN'S WONDERFUL! 
MRS. SMITHS COULONT 
BE ANY BETTER! 


CERTAINLY 


GOING TO 
Try it! 


BUY YOUR CHICKEN 
IN THE FLAVOR-SEALED ~. 
PACKAGE AT STORES WHERE 

YOU SEE THIS SiG! 


GKEN 


ECONOMY Nore, 


Test newspaper copy being run in four 
bloom chicken. 


Quick Frozen 
Poultry Tested 
in Four Markets 


Chicago, Feb 27.—In an effort to 
test the sales potentialities of the 
consumer market for quick frozen 
poultry, Armour & Co. has just 
launched a test campaign in four 
cities for Cloverbloom table dressed 
chicken, a quick frozen, eviscerated, 
fully drawn product which is ready 
for instant cooking. 


The campaign, utilizing news- 
paper advertising and spot radio, 
will run for an initial six-week 


period in Atlanta, Worcester, Wilkes 
Barre and Utica, with extension de- 
pending entirely upon the results 
achieved. 

Quick frozen poultry, especially 
chicken, is no newcomer to the pack- 
ing industry. Products of this kind 
have been marketed for a number 
of years by several packers, includ- 
ing Armour, Swift, Omaha Cold 
Storage, and the quick frozen food 
distributors such as Birdseye. The 
quick frozen chicken has carved an 
important place for itself in the 
hotel, restaurant and _ institutional 
markets, where it is very popular, 
but thus far it has not achieved any 
substantial recognition, in terms of 
sales, from the consumer field. 


Comes in All Sizes 


Widespread acceptance of quick 
frozen vegetables and other foods 
has eliminated some of the uncon- 
scious aversion of the public to 
frozen foodstuffs, Armour believes, 
but the unfortunate connotation of 
“cold storage” still hangs on to some 
*xtent in the public mind as far as 


= ai There \s se muck more west 

> A 00 Table Dressed Peetry 

\ ee) that © 4 pound Cloverteee 

| bid Is eqesl te st pee 
~) average chcaaa, 


cities for Armour's quick frozen Clover. 


Backed by spot announcements, the test will run six weeks. 


meat, and especially poultry, is con- 
cerned. 

The Armour product is being mer- 
chandised in the test 
“flavor-sealed package” consisting 
of a transparent wrapper. Two types 
of these wrappers are currently be- 
ing tested. Cloverbloom table 
dressed chicken comes in all sizes 
‘and grades, including fryers, roast- 
ers, stewing hens, etc., and while its 
price per pound is naturally highe: 
than that of ordinary poultry, as fa 
as edible and usable weight is con- 
cerned there is only a slight differ- 
ence. 

Advantages to the packing indus- 
try of developing a consumer ma! 
ket for quick frozen poultry are 
obvious, since the product can not 
only be processed at whatever sea- 
son of the year suits the market, the 
packer and the producer best, but 
once frozen, the poultry can be kept 
without deterioration for an indeti- 
nite period. The table dressed 
chicken now being tested by 
Armour is processed in the com- 
pany’s Des Moines plant. 

Lord & Thomas is the agency 
handling the test. 


areas in 


Joint Representation 


for Alaska Newspapers 
Nine Alaska dailies have organ- 
ized The Alaska Newspape! 
joint advertising representation 
the United States. The group W!! 
be represented by Frank J. Dun- 
ning, with headquarters in 5 
In announcing the new set 
newspapers pointed to the | > de- 
fense program now going ‘ 
territory and the conseque! 
est in Alaskan purchasing | 
the part of advertisers and 


Appoints J. M. Sweeney 
The John M. Sweeney ( al 
Boston, has been named N Ens” 
land representative for t News 

West Springfield, Mass. 
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Fort Worth and Dalias 
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5000 watts day 
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A STATEMENT OF PoLicy 


By The New Publisher of Macfadden Magazines 


ITH THE retirement of Bernarr Macfadden 

W as active head of Macfadden publications, 
it is proper that the management which is to carry on 
in the tradition he began should make known its course 
and purpose. This message, then, is addressed to all 
who have been readers of these magazines; to the adver- 
tisers who have invested many millions in the progress 
of Macfadden publications; and to those trustees of 
good opinion, the advertising agencies. 

For more than half a century, Bernarr Macfadden 
has worked for the welfare of people. He did much to 
make public health a matter of individual well-being, 
and his early efforts were directed toward a dramatiza- 
tion of physical fitness. He opened the windows of the 
American home; he made exercise intelligent; he put 
vitamins, fruit juices and whole-grain bread on the 
American family menu. With bold and honest words, 
he tore away the private secrecies of disease to expose 
it as a public problem. As American life grew more 
complex, Macfadden magazines were expanded in 
number and broadened in concept to meet the new ne- 
cessities of living. The necessities of the mind and the 
spirit; the new pressures and problems, the added re- 
sponsibilities of the individual. 

Bernarr Macfadden early recognized magazines 
as mediums of public education. Beginning with a pam- 
phlet as a vehicle for his then advanced ideas, his publi- 
cations have grown in number and circulation, have 
become a force in American opinion. Today, the Ameri- 


eee 


ee 


can people buy nearly two hundred million copies of 
Macfadden magazines a year. These magazines have 
achieved this importance in American life because the 
ideas they carry from publisher to reader are vital, real 
—close to the aims and wants of people. 

His work so well begun and done, Bernarr 
Macfadden now retires; but the principles and pur- 
poses toward which he strove continue. He passes com- 
mand to those men most closely identified with the ac- 
complishments of this company. Men who have worked 
for upwards of a quarter of a century to build this insti- 
tution; men whose intelligent labors are not measured 
alone in years of service. 

Publishing, it has been said, is a business of paper, 
and ink —and brains. | think it is something more than 
that, something bigger. Publishing is also concerned 
with the public good, with that understanding of human 
hopes and motives which makes a publication at once 
a leader of opinion—and the voice of the people. We 
believe in America and its people. In the right of the 
individual to be happy; in the necessity of the individual 
to understand himself, his fellow-men, and the forces 
which make his world. We accept the responsibility of 
the publisher to arouse this understanding; to interpret 
the problems which confront Americans; to provide the 
materials for their major decisions and minor pleasures. 

It is in this image that the new management is 
made. It is in this belief that we continue. It is with this 
goal that we carry on. 


QM. |. Elder 
President and Publisher 


Macfadden Publications, [nc. 
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CBS and NBC 
Prepare Maps 
on Coverage 


New York, Feb. 26.—Both CBS 
and NBC have developed new 
maps intended to give accurate pic- 
tures of the effective coverage of 
their networks and the stations 
involved. 

The CBS study, 
dustrial Surveys 
cago, lists three 


made by the In- 
Company, Chi- 
levels of station 
coverage as primary, secondary 
and occasional. Primary is used 
when 67-100 per cent of the radio 
families in a county listen to a sta- 
tion once a week or oftener. A 
county is secondary when 33-66 
per cent listen, and a county is oc- 
casional when 10-32 per cent report 
listening. The listening audience 
also is broken down to day and 
night listeners. The field work in 
the survey was done in May, 1940. 

NBC’s new maps, available 
March 15, also reflect a county-by- 
county survey of listening habits 
and preferences. The terms pri-| 
mary and secondary have been 
dropped in favor of the phrase 
“effective coverage,’ namely, where 
the percentage of regular listeners 
to the Red or Blue network is at 


least 75 per cent as high as in ma- 
jor cities where the advertiser’s 
program ratings are determined by 
both Hooper and CAB. The sur- 
vey on which the NBC maps are 
based was made in February, 1940, 
and represents the statements of one 
out of every 168 radio families in 
the country in reply to the ques- 
tion: “What stations do you listen 
to regularly—(a) in the evening 
(b) in the daytime?” 


H. J. Heinz II Named 


Company President 


H. J. Heinz II has 
president of the H. J 
pany, Pittsburgh, as successor to his 
late father, Howard Heinz. At the 
age of 32, Mr. Heinz thus has 
become one of the youngest top 
executives of major business enter- 
prises in the United States. He had 
assisted his father during the past 
eight years in managing the world’s 
largest food preserving company. 

W. J. Shortreed was elected a 
vice-president at the directors’ 
meeting and A. L. Schiel, former 
secretary to Howard Heinz, and | 
L. M. Melius were elected directors. 


been elected 
Heinz Com- 


Names T. A. Sheridan 

National Jewish Monthly has ap- 
pointed T. A. Sheridan Company, 
New York, as advertising repre- 
sentative. 


W. R. C. Smith Shifts 


Managers to New Posts 


The W. R. C. Smith Publishing 
Company, Atlanta, has promoted A. 
E. C. Smith to manager of its cen- 
tral territory, with headquarters in 
Cleveland, where he will have 
charge of Cotton, Southern Hard- 
ware and Southern Power and In- 
dustry. He succeeds the late Win- 
field Scott Cushion. 


Frank P. Bell, Atlanta, will rep- 
resent Southern Hardware and 
Southern Power and Industry in 


New England, New York and west- 
ern Pennsylvania, where Mr. Smith 
had served the past year, and will 


also represent Cotton in Buffalo and | 


western Pennsylvania. 


Goold in New Post 


James Goold has been named ad- 
| vertising director of Franklin Simon 


& Co., New York. For the past 
| three years Mr. Goold has been ad- 
|vertising manager of Wallach’s, 


|Inc., New York. Previously he was 
|with R. H. Macy & Co. and Stern 
Brothers. He was also retail editor 
|of Women’s Wear Dany. 


“House Beautiful” Adds 2 


| House Beautiful 
|members to. its 


istaff, Charles R. 


has added two 
New York sales 
Schumacher as 
manager of the horticultural de- 
partment and J. Marshall 
as manager of kennel advertising. 


SIGNS OF 
LONG rag 
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FREE! 


PROOF! *14.6°, is the actual audited and certi- 


fied average sales increase reported 
by dealer survey. 


on request. 


... ARTKRAFT SIGN COMPANY 
GENERAL OFFICES: 900 E. Kibby St., Lima, Ohio, U. S. A. 


The Worlds Largest Manufacturer of All Types of Signs 


Analysis of this survey, the book, "How to 
Set Up a Successful Dealer Sign Program," 
and a survey which proves that national ad- 
vertising can be made 5 times as effective 
through the use of dealer signs, will be sent 


U. §. and ASCAP 
End Difficulties; 
Radio Awaits Offer 


Terms of Consent De- 
cree Show Society Is 
Conceding Much 


New York, Feb. 27. — With 


| ASCAP’s long-awaited consent de- 


| agreement 


Weaver | 


cree signed and officially reposing 
in federal court here, discussion in 
broadcasting and advertising cir- 
cles today centered about the pros- 
pects for an early rapprochement 
between the two parties to the mu- 
sic war which would bring the so- 
ciety’s music back to the airwaves. 

Despite the fact that the decree 
was given a cordial sendoff by As- 
sistant Attorney General Thurman 
Arnold, who remarked that the 
“paves the way for an 
immediate settlement of the diffi- 
culties,” responsibility for the next 
move was tossed in the direction 
of ASCAP by Neville Miller, presi- 
dent, National Association of Broad- 
casters. 

“We hope the Department of Jus- 
tice is right in saying that the sign- 
ing of ASCAP’s decree is an im- 
portant step toward arriving at an 
equitable arrangement for radio’s 
use of ASCAP music,” he said. “The 
consent decree requires ASCAP to 
offer its music to broadcasters on 
a per program This is the 
formula on which we have always 
wanted to buy the right to use 
ASCAP music on the air, and 
months ago we made it quite clear 
to ASCAP’s management that our 
board of directors would be called 
together promptly to consider any 
proposal ASCAP cared to make 
based on this formula. 


Adjustments May Delay 
“How 


basis. 


imminent a settlement be- 
tween broadcasting and ASCAP 
may be depends upon how soon 
ASCAP can readjust its whole set- 
up to conform with the terms of 
the decree and how soon thereafter 
it will be in a position to work out 
a proposal for our consideration.” 

The final technicality remaining 
to be disposed of in connection with 
the 
hearing in federal court here next 
Monday. It is a foregone conclus- 
sion that Judge Henry W. Goddard 
will sign the decree, which becomes 
binding on the defendant 90 days 
after court approval. 

Announcing that “all objection- 
able practices have been removed 
by the decree and the only matter 
remaining for adjustment is one of 
price between ASCAP and _ the 
broadcasters,” the Department of 
Justice summarized the contents of 
the document as follows: 

1. ASCAP members will not li- 
cense the public performance rights 
of copyrighted musical compositions 
exclusively to ASCAP but are free 
to license to anyone except Broad- 
cast Music, Ine 

2. ASCAP agrees not to discrim- 
inate either in price or terms among 
the users of copyright music. All 
ASCAP compositions will be offered 
for performance to all users of the 
same class on equal terms 
ditions 


and con- 


Program Basis 
3. ASCAP agrees to license on a 


Uses Per 


pay-when-you-play basis; that is, 
broadcasters will be able to buy 
ASCAP music on a per program 
basis, if they desire. Users other 
than broadcasters will be able to 
buy music on a per piece basis, if 


desired 
4. ASCAP agrees not to require a 
license from more than one 
in connection with 
broadcast. Licenses will ued 
to networks or originating statior 
5. Manufacturers of 
transcriptions 


station 
any network 
be 1< 


electrical 
, or sponsors, or adve 


lisers on whose behalf such elec- 
tical transcriptions are made, will, 
if they so desire, be able to obtain 


licenses for the use of such trans- 
criptions for broadcast purposes 


ASCAP decree will be a public | 


O.K. FOR DEFENSE 


This 
graphed in 14 colors and in three dip 


point-of-purchase display, © 

n 
sions, is currently being distributed 4 
Tivoli Brewing Company, Detroit, on be 
half of its Altes beers. Some 13,000 of 
the displays will be used. 


6. ASCAP agrees not to engage 
in an all-or-none policy in licensing 
its music; that is, motion picture ox. 
hibitors, restaurants, hotels, radio 


stations, and all commercial users 
of ASCAP music will be able to 
obtain the right to perform any 


ASCAP compositions desired with- 
out being compelled to take the en- 
tire ASCAP catalog. 

7. ASCAP agrees that it will not 
attempt to restrict the performance 
rights of its music for the purpose 
of regulating the price of recording 
its music on electrical transcript 
made for use in broadcasting. 


To Change Membership 


8. ASCAP agrees to abolish its 
self-perpetuating board of directors 
and permit election of directors by 
the membership. 

9. ASCAP agrees to modify its 
membership requirements so as to 
make eligible any composer who 
has copyrighted one tune. Under 
the existing arrangement publica- 
tion of five tunes is required for 
eligibility. 

10. ASCAP agrees to modify the 
practice of compensating its mem- 
bers so as to make such compensa- 
tion on the basis of the popularity of 
the tunes in any given period. Un- 
der the present method of distribu- 
tion compensation is determined by 
an elaborate set of rules, including 
seniority, type of composition, et 


Moffett Succeeds Hague 


Stockholders of Advertising As- 
sociates, Inc., Charlotte, N. C., have 
named Mark I. Moffett as successor 
to the agency president, L. E. 
Hague, who resigned to enter an- 


other line of business. Conrad F 
Smith was elected vice-president 
and secretary. 
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The United States News —the fastest growing quality magazine in the U.S. 
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Des Moines Club to Pay 
Ticket Tax, But Protest 

The Des Moines Advertising Club 
will pay a 10 per cent federal ticket 
tax on its $5 tickets for the annual 
Gridiron banquet March 3, but 
announced it will protest and seek 
a refund. Proceeds of the event go 
to the Better Business Bureau, 
which the club claims is an educa- 
tional organizations.—.-.. 

Members of the Des Moines group 
cited a recent federal district court 
decision in Oklahoma, which held 
that Better Business Bureaus are 
educational in character and need 
not pay social security taxes. lowa’s 
state tax commission said no sales 
tax would be levied on the Grid 
tickets, but internal revenue au- 
thorities ruled the ticket tax must 
be paid. 


Rich's anes Mrs. Young 


Rich’s, Inc., Atlanta department 
store, has appointed Mrs. Dorothea 
R. Young as advertising manager. 
She succeeds Neil Gallagher, who 
resigned to accept a similar post in 
New York. 


Greene to Texas League 

R. F. Greene, formerly associated 
with Young & Rubicam and more 
recently with Bryant, Griffith & 
Brunson, publishers’ representative, 


has joined the New York office of | 


the Texas Daily Press League. 


Stress Ability fo 
Do Defense Jobs 


New York, Feb. 26.—Dramatizing 
the contributions of the automotive 


industry to the national defense 
program, General Motors and 
Chrysler Corporation this week 


launched institutional campaigns in 
full-page newspaper space in lead- 
ing cities throughout the country. 
General Motors copy, geared to 
the theme, “To Neglect Defense Is 
to Invite Disaster,” appeared in 55 
cities. Although no definite schedule 
has been set up for followup inser- 
tions, indications are that similar 
messages will appear at frequent 
intervals during the months ahead. 
As described in the initial ad, G-M 
is currently active in such vital 
phases of national defense as the 
production of aircraft engines, ma- 
chine guns, military trucks, diesel 
engines, bomber parts and shells. 


Indirect Appeal 


The Chrysler message extolled 
the achievements of Bethlehem 
Steel Company in making it possi- 


GM and Chrysler 


HatsOff | 
to Menof Steel! © 


In 70 Days Through Rain, Sleet and Snow They Raised Over 6,500 Tons of Steel ona 
Michigan Farm...Erected a huge New Arsenal for the quantity production of Tanks 


IME foremost duty pressing open Amer. 
vans todey 


s to speed the defense of 


Where the type of product permeticd (ols 
. : “* “ > tend tentdengs already avadabic havc eo 
———} St y- rene = rr edapted to defense production echewhere 


Two full-page newspaper advertisements which ran the same day last week, giving 


on defense activities. 


—— 


MOTOR MAKERS: EMPHASIZE ABILITY TO DO DEFENSE WORK 


yr alalai 


| rs , | 


& lo invite disaster 


needed plant expansion is being rushed.or — guarding the jobs and hopes of 


whole mew factorns are heong Puslt and the industrial strength of (h. = 
on which the welfare of al! 4 = 
The brains and hilly of our cngine end depends 
tals, owe he a vo 
” ” hy focused Se along «ath the mam task — or ~ 
1 job hoard, in laboratory and 00 the pret cum 
lines, we are working to conserve. ws. cart 
Nor are we fore full weep of delense alo. the things 
adequate def cf more than that make America Died Sin A 
weapons ols 4 needs to melude sali worth fighting tor. ~ 
— 


* 


the Chrysler and General Motors slants 


National Representativ 


EDWARD PETRY & CO, 


Phu! 


San 


NBC 


‘MORE Dacie Sam’s spending over 
ON TWO HUNDRED MIL- 
Mitiefense dollars in the already 


a 


me In this area, WTAR’s night 
eR watt directional antenna sys- 
Hemgeeacentrates power of 10,000 
eeOOU Watts—serving 1,182,000 
Meme with cash to spend, ‘eager to 


Seeeeeeme = With the heaviest NBC Red 
Seamer Blue Network schedules in the 


Beontacts more listéners in the NOR- 
SPOLK MARKET than all other sta- 
7 *FiOas combined. 


PRED and BLUE SERVICE * 


SALES AREA 


Owned and Operated by 
NORFOLK NEWSPAPERS, Inc. 


| ble to erect a “huge new arsenal for 
the quantity production of tanks.” 

Although neither Chrysler nor 
|GM made any direct reference to 
automobile production, the General 
Motors copy contained these sig- 
nificant paragraphs: 

“Nor are we forgetting that in its 
full sweep adequate defense em- 
| braces more than weapons of war, 
j}and needs to include safeguarding 
| the jobs and hopes of our people 
and the industrial strength of the 
nation, on which the welfare of all 
America depends. 

“So along with the main task 
‘on drawing board, in laboratory 
and on the production lines, we are 
| working to conserve, as a part of 
defense also, the things that make 
|America worth fighting for.” 
| Although neither company would 
|comment on the advertising, it ap- 
peared clear to observers that both 


|dustry’s contributions to national 


|defense and at the same time re- 


7 BORFOLK MARKET — Ports- ‘emphasizing the motor manufac- 
outh, Worfolk, Newport News! |turers’ stand that production and 
distribution of passenger vehicles 


and commercial trucks need not and | 
should not be seriously curtailed. 


Penn Publishers Add 


Three New Committees 


Three new commiuttees—on na- 
tional defense, FM broadcasting and | 
composing room apprentices—have 
been added to the list of standing 
committees by the Pennsylvania 
Newspaper Publishers’ Association, 


association President John E. Per- 

son, publisher of the Williamsport 

emtire Southeast, PLUS special local Sun and Gazette-Bulletin, has an- 
nounced. 

r grams cued to the peculiar inter- William L. McLean, Jr., Philadel- 

phia Evening Bulletin, Col. J. Hale 

of this nautical area, WTAR Steinman, Lancaster Newspapers, 

Inc., and William D. Mansfield, 


McKeesport Daily News, will head 
these committees. The Association's 
special committee on national ad- 
vertising named in 1940 was made 
a permanent committee, with Fred- 


i -hi : erick R. Long, Chester Times, as 
LESS Cover this bee hive of activ- chairman. A committee on adver- 
ity and spending with WTAR at  tising for the weeklies is to be 


chairmaned by R. Evers Whitmore, 


ONLY thousand-watt rates—a bar- New Holland Clarion, and one on 
° ° — chain stores will be headed by 
gain buy in America’s No. l Sales Stuart List, Pittsburgh Sun-Tele- 
' graph. <An_ over-all advertising 
Area! committee will assist these groups 


under direction of John F. Wohlers, 
Easton Express. 


Michigan Senate Holds 
Out for $400,000 Fund 


The Michigan senate girded itself 
for a finish fight on behalf of 
$400,000 advertising bill after the 
state house passed a measure 
appropriating only $325,000 for the 
coming biennium to boost Michi- 
gan’s tourist and agricultural indus- 
tries 

Senators had approved the large! 
amount and indicated they would 
demand reinstatement of items cut 
by the house. Governor Murray D 
Van Wagoner has insisted 
full $400,000 fund 


NOW 5000 WATTS 
DAY and NIGHT 


+ 
1S 


|had the essential twofold purpose | 
|of emphasizing the automotive in-| 


on the 


Traction Theme Features 
1941 Goodrich Campaign 


The B. F. Goodrich Company, 


Akron, will emphasize traction in 
its new drive pointing to Goodrich 
tractor tires as “The Best Tires on 
Earth.” <A full measure of human 
interest will be included, with one 


advertisement depicting a sure- 
footed mountain lion climbing a tree, 
another a tank speeding over rough 
terrain with its caterpillar treads. 
Two-color advertisements will be 
used in national farm papers, black 
and white in state and regional 
farm papers. 


On the national list are American 


Fruit Grower, Capper’s Farmer, 
Farm and Ranch, Farm Journal, 
Hoard’s Dairyman and Successful 


Farming. The copy also will men- 
tion the Goodrich Speedliner truck 
tire. Griswold-Eshleman Company, 
Cleveland, is the agency. 


| Schullinger to L. & T. 


James Schullinger, formerly with 
ithe CBS production staff in New 
| York, has been named assistant to 


Gene Duckwall, business manager 
of the Lord & Thomas Hollywood 
office. 


To Fuller & Smith 


H. H. Robertson Company, 
burgh, manufacturer of building 
materials, has placed its account 
| with Fuller & Smith & Ross, Cleve- 
|land. Clyde Horton will be account 
executive. 


Pitts- 


gic, Smart buyers like “" 
swing to ING 
SHINGO: RING \' 


ne loose-leaf binding! 


© When GENERAL MOTORS 
wanted a mode rn loose leat b nder 
for their new company anual, 
SWING-O-RING got the cal!. They 
wanted less weight and bu'* and 
they didn’t want pages to (eat out 
after a little wear, Why dont yo" 
too, discover the many excius*€ 
features of SWING-O-R tor 
your next catalog or sales anv@ 

Multiple rings give 4 tv - 

we 


page gripping surface tian ‘ 
N} style binders. Opens qi 


locks fast. In lengths tr 4 : 
40”, in 8 smart colors and bre™ 
{ 

nickel. Write today for am 
conser 


nearest SWING-O-RIN( 


Swing a Ring 


ne Fred Goat 
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Did you ever hear of a newspaper carrying advertisements of 


@ \AUNDRIES, CLEANSERS and DYERS? 


S 


Canede Pla New Gee 
ans'New Curb |Housine & ee 
Om Buying of Luxuries! Bares te rica Changes as British Sweep Into Libya a TE 
Ss = | Shum Protectan a a *'Publie Opini 
h 
WV 
0 
“ | 
d 7 
. Many leading laundries, cleansers Cleaners and Dyers, Kansas City. 
ig 


and dyers throughout the United have advertised every year since 
1926; and the City Dye Works, Los 


Angeles, has advertised since 1927. 


States and other countries are among 
the advertisers in The Christian 


Science Monitor, Only a few of their 
names can be shown here, In all— 
there are 1206 advertisers in this 
classification . , . a surprising num- 
ber for one newspaper to carry. 


That the Monitor’s unique reader- 


If you are interested in selling 
your product or service to advertis- 


ing-conscious readers whose patron- 


age is sought by over 20,000 
retailers, then place your adver- 
tising in The Christian Science 


interest is translated into actual sales Monitor. 
as for these 1206 advertisers is evi- PS, For those who want to check 
a denced by the length of time a ma- _ the facts, the complete list of Moni- 
_ jority of them have used the Moni- — tor-advertised laundries, cleansers 


the Colonial and dyers is available at the nearest 


and Monkey 


tor. For instance: 


Laundry, Detroit. Monitor office. 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper for All the Family 
Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts 
NEW YORK OFFICE: 500 Fifth Avenue 


Other Branch Offices: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, 
Seattle . . . London, Geneva, Sydney 
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Priorities and Production 


As has been predicted for some 
time, official and mandatory priori- 
ties are beginning to take the place 
of the voluntary system originally 
put into effect by the National De- 
fense Commission. OPM has taken 
charge of the machine tool and 
aluminum situation so as to insure 
first and preferred deliveries to in- 
dustries engaged in defense produc- 
tion. Some other commodities may 
come under the same practice later. 

It would be a mistake not to at- 
tach great significance to this be- 


ginning of production control, with | 


all that it implies for price control 
as well. But at the same time it 
would be equally erroneous to as- 
sume immediately that all Ameri- 
can industry is going to have to 
operate on a basis of rigid controls 
of their supplies of essential mate- 
rials and equipment. 

There are certain obvious bottle- 
necks where difficulties in the de- 
livery of products in required vol- 
ume for defense production make 
the establishment of priorities nec- 
essary. But, in general, industrial 
production facilities are ample to 


supply the requirements of the de-| 


fense program and at the same time 
to permit normal civilian needs to 
be satisfied as well. Talk about food 
rationing, for example, is so absurd 
as not to require comment. We have 
had burdensome food surpluses for 
a long time, and increased consump- 
tion due to the development of our 
armies will be a direct economic 
benefit rather than a demand for 
sacrifice on the part of the public. 

There is no need getting panicky 


| because of a shortage of a few es- 
sential items in the national defense 


requirements. In most industries 
production is being rapidly in- 
creased by the utilization of full 


capacity, which in most cases has 
not been needed heretofore. Steel 
mills, for example, are doing a 
great job in stepping up their out- 
put, and are likewise increasing ca- 


pacity. Thus we see no reason why | 


automobile, refrigerator and other 
makers of metal products will not 
be able to get adequate supplies. 
We think General Motors hit the 
nail on the head in its great full- 
page newspaper advertisement, in 
which it made clear the dedication 
of all its vast resources to national 


defense production, but at the same} 


time offered a plea for the mainte- 
nance of our economy on a normal 
In other 
'words, General Motors can make 
| tanks, airplane engines, guns and 
shells, and at the same time con- 
‘tinue to produce the automobiles 
|that the American public wants, 
| needs and should be permitted to 
| have and enjoy as heretofore. 

The directors of the defense pro- 
|gram are able industrialists and 
|understand the possibilities of our 
production machinery. We are con- 
| fident that in establishing priorities 
|in the industries where stringencies 
have occurred, they will not plan 
to interfere with normal operations 
of other industries, and hence with 
their marketing and advertising ac- 
tivities, except to the extent that 
becomes absolutely necessary in the 
national interest. 


basis, as far as possible. 


Getting Financial Reports Off 
the Financial Page 


The Equitable Life Assurance 
Society, one of the greatest mutual 
life insurance companies in the 
world, has not been heedless of re- 
cent comments regarding the neces- 
sity of conducting such great fidu- 
ciary institutions on a truly mutual 
basis, which means keeping policy- 
holders properly informed of the 
condition and operations 
company. The manner in which the 
current annual report of the society 
has been presented to them and to 
the public is refreshing and sugges- 
tive of the new approach. 

In addition to putting its report 
in interesting and easily under- 
standable style for distribution to 
policyholders, Equitable Life has 
also publicized it in a long list of 
newspapers, taking large space to 
describe the report and to summar- 
ize the significant information 
which it contains. The advertise- 


of their | 


ment, like the report, has an appeal 
to reader interest on a broad basis, 
as compared with the dry presenta- 
tion usually found in advertisements 
of financial institutions. 

Even more important, the adver- 
tisement was not run on financial 
pages, but appeared in parts of the 
newspaper where the traffic is large 
and unspecialized. For some reason, 
the financial and business news 
sections of newspapers do not get 
wide readership from some of those 
most directly concerned—workers 
and housewives, for instance. In- 
stead of expecting them to find the 
Equitable ad among the stock mar- 
ket reports, the company humanized 
its report and then made sure they 
would its advertisement in the 
sections of the newspaper where 
readership is largest and where the 
very appearance of such an ad con- 
tributed to public interest. 


see 


10 Cents a Copy, $2 a Year | 


| Ad-libbing 


The Ides of March 

Nothing is sure in this world but 
death and taxes, as we are often 
reminded; and while death comes 
haphazardly and at all seasons, our 
wise legislators, with grim humor, 


arranged to have all of us com- 
pletely and confusedly aware of 
taxes during that baleful, pencil- 


chewing and head-scratching period 


which precedes the Ides of March. | 


Whatever can be done to lighten 
the burdens of that unhappy time 
should certainly be done, we say, 
and quite obviously the Nurito 
Company agrees with us, as evi- 
denced by the mailing piece which 
Nurito is sending to druggists. 

The mailing looks suspiciously— 
altogether too suspiciously—like an 
income tax blank. But close exami- 
nation indicates that 
thing—on the contrary, it is an “in- 
dividual deficit return for 1941,” 
designed for “net returns of not 
more than $5,000 derived from 
poker, bridge, horses, crap games 
and pay days.” It is replete with 
such lusty humor as this first line: 
“Is this a joint return? Where 
is the joint? . . Living with wife? 

Why? * and it finally winds 
up with a “computation of deficit” 
and some general instructions which 
compare favorably in clarity with 
those appearing on the slightly 
more formidable blanks supplied by 
Uncle Sam. 

Down at the bottom, under a 6pt 
heading, “Instructions for filling out 
returns,” is the instruction to check 
your Nurito stock. “If your Nurito 
purchases for the calendar year in- 
creased, you made extra money... . 
If your Nurito stock is low (as no 
doubt it is) hurry your order at 
once to Dick Spiegel, president, 
Nurito Company.” 
order form. 

But we like to think that Dick 
doesn't really expect any druggist 
to actually get around to sending 
in an order; we like to think that 
Dick just wants to give a lot of 
druggists a chance to get one 
chuckle in (or out) before the Ides 
of March 


A Heel Comes In 

Without 
set up In 
buyers and 


making any attempt to 
competition with space 
advertising managers, 
we believe we can truthfully say 
that a varied assortment of junk 
and gadgets has passed over our 
desk as promotion managers here 
and there have had one bright idea 


after another. We've had ears of | 
corn—at least a dozen of them; 
parchment scrolls; dolls; whistles; 


pins; parlor games; a hand of to- 
bacco; bags of earth; but no one 
ever sent us a heel—a worn down 
ex-postman’s rubber heel—until the 
promotion department of WWNC, 
Asheville, thought of it. The heel, 
truly an unattractive thing, was at- 
tached to a card, explaining that 


“when our postman said the activity 
at WWNC was not only keeping him 


it is no such | 


|thin but wearing down his heels, 
| we replaced his heels quickly and 
|held the old ones for evidence of 
'a fat mail response. Our postman 
called five times as many times this 
January as he did for the 
month of last year...” 


| 


Mail Order Business 

The strangest mail order business 
we've run across in a long time is 
|that of Rockdale Monument Com- 
|pany, Joliet, Ill., whose advertise- 
ment we saw in Our Sunday Visitor. 
This company sells “Tombstones 
Direct to You,” and urges that you 
|honor the grave of your loved ones 
with its monuments or markers. A 
|catalog is all you need. 


_Labor and Management 

We've just learned that Koppitz- 
|Melchers, Inc., Detroit brewery, 
|has a member of the International 
Brewery Workers, Local 38, on its 
|board of directors. He is Walter J. 
Hellenberg, a driver-salesman, who 
jhas been with the company since 
1935, and he was elected to fill a 
vacancy on the board at a meeting, 
|held appropriately enough, on St. 
| Valentine’s Day. This is the first 
instance of a representative of or- 
|ganized labor being selected to 
serve on a board of directors which 
has come to our attention, although 
/no doubt there are others. The idea 
|intrigues us greatly. Why might it 
not be a good idea for business gen- 
erally to adopt a policy of having 
labor representation on its director- 
ates, without regard to stock owner- 


| ship 
| Jottings 


| The biggest “wrapping” job we've 
|heard of so far is the one which 


And _ then an|took place in St. Louis at Christ- | 


mas, when the Mark Twain hotel 
|presented its new coffee shop and 
cocktail room to the public by hav- 
ing the whole front “wrapped in 
cellophane’’—an area maybe a hun- 
idred feet long and 15 feet high. 
“Our Christmas gift to St. Louis,” 
said a couple of huge cards attached 
|to the giant bows that held the 
wrapping on... 

Newspaper makeup men must 
have their troubles. Copy for 
Chrysler cars carries a request that 
no advertising of other Chrysler 
divisions or Chrysler dealers ap- 
pear on the same or the facing page. 
|The newest Three Feathers copy 
_urgently requests that no proprie- 
tary or medicinal ads appear on the 
|same page. And every other adver- 
tiser seems to have his pet foi- 
lbles... 
| When Kraft ran a zigzag spread 
jin the American Magazine, featur- 
|ing both Kraft cheese and Parkay, 
it took two agency art and copy 
| departments to put the advertise- 
|ment together. J. Walter Thompson 
|handles the cheese advertising, 
while Needham, Louis & Brorby is 
|the Parkay agency. They collabo- 
rated on the advertisement. . . 


first | 


|text show the one-time au 
|versus turnover audience for sey 
/eral programs, 

| 


No. 1774... How.to Woo House ives 
at One Cent a Day. 
Murray & ‘Malone Comp 


ny, 
‘transportation advertiser, has i sued 
|this report of a survey of Minne- 
lapolis and St. Paul housewive t 
| shows the percentage of house. ives 
|who use streetcars for shopping 
trips, a record of attention given 


jand readership of car cards, and 
| frequency of shoppers’ use of st) 
cars. 


|'No. 1775. Progress in Busines 

This folder describes the advan- 
jtages of graphic presentation of 
|facts, and outlines the services of 
| National Econographers in securing 
\data, as well as picturing them in 
|'graphs and charts. 


No. 1734. 1941 Media Data Files 


Industrial Equipment News has 
issued this file folder of factual in- 
formation showing how to reach 
more than 53,000 operating men in 
'the general industrial market. 


| No. 1710. 

Action, 
| Kimberly-Clark Corporation has 
‘issued this institutional brochure 
|which is not only the story of 
| paper-making, but also a record of 


Industrial Genius in 


|progress' since the company’s 
|founding in 1872. 
No. 1702. Consumer Purchases. 


| 


| Cortland County, New York, is 
| the locale for this study issued by 
|Farm Journal and Farmer’s Wife 
/covering consumer purchases of 
items ranging from cosmetics t 
automotive products. Charts show 
the per cent of purchases of all of 
| these items by town, rural and farm 
families of five economic classes 
The similarity of town and farm 
|purchases in many instances, and 
|the greater use of certain products 
| by farm families are interesting 
points in the study. 


No. 1721. 


How You Can Use Laure! 

Impreved Photo-Offset. 
| In this new brochure, Laure! 
|Process Company outlines its fa- 
\cilities and serviees, and illustrates 
ithe speed, economy and flexibility 
of its photo-offset process. Repro- 
ductions show many uses, from 
|simple, illustrated sales letter to th 
|more complicated layout, including 
j}examples of color work and duo 
| tone. 


| 


'No. 1766. Keep Your Eye on Th 
Great Preparedness Market. 

This folder, issued by the ) 
Dispatch and Rock Island Argus 
contains some up-to-the minute 5&- 
ures on population, payrolls 
jsales and building in this are 
lwhich is the home of the Rocs 
Island Arsenal. 


|No. 1708. Semi-Annual Report. 

| In this bulletin, which is ®* 
dressed to its advertisers ar 
jagencies, The United States New 
reports on its progress. The bu/® 
tin enumerates the extra be! 
subscribers through the 


tion’s change to magazine 
January 1, and reveals the 
|interest shown by increased 
‘lation and newsstand sales. 
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‘“‘Trade Papers are the Backbone 
of Our Product Promotion!”’ 


Kendall Mills, a textile advertiser whose success- 
ful research and product development have made it 
one of the outstanding companies in its field, regularly 
uses both trade and consumer advertising. But trade 
paper advertising is the backbone of its product pro- 
motions! Lawrence Davis, skillful advertising mana- 
ger, who has been at the helm of Kendall advertising 
for many years, tells why. 


“Trade paper advertising can and does effectively introduce a, 
new product to a new market,” says Mr. Davis. “It is an educational 
feature to the buyer and not the least to our own sales force. 


“A well-rounded product promotion, according to Kendall Mills 
formula, starts with trade paper advertising, calls for the distribution 
of this advertising just as widely as possible through the media se- 
lected, through mailing of imprints or reprints to merchandise man- 
agers, store buyers, store clerks and officers of wholesalers, whole- 


sale buyers and wholesalers’ salesmen and to Kendall Mills own field 
force. 


LAWRENCE DAVIS 


re Pragienge = a ae Mills “The field force is instructed in the use of advertising at sales 
of writes his own biography, as ows: . ° . . 
: ' abe 4 conferences and as company executives get into the field to talk with 
di College degree Bowdoin 1911. Space salesman the trade and our own salesmen. Trade paper advertising presents 
for the Vickery & Hill List - by the product, presents factual information about the product, and be- 
" tising and Sales Manager wholesale and retail comes an educational force to all who can and will read advertising. 
2 piano company in the Middle West. Lost my small 
m4 investment in this business and went broke. Re- 
fe turned to New England, advertised for a job. Got 
of one as Advertising and Promotional man for a “ ms rtis 
t firm of Boston industrial engineers. Late 1918 came Not all of our products lend the elves to consumer adve 
w . eee ae “Se ee .-“——~ ing, but in those cases where a consumer schedule is used, a strong 
of endc lls r se nr 5 “ . . 
m a wife and two children. Play lousy golf but love trade paper schedule is used simultaneously. Trade and business 
- it. Active in the rebuilding program of the United es . : 
os Church in fp Bic Be money -“—~ the — paper advertising is the backbone of Kendall products promotion. Item 
“ of advertisin nd mai ymotion. 2 s 2 : ; pape 
ne on ain ee pany own sian. Past President Number One on all tentative budgets is trade rsl” 
cts and Director of the famous Walpole Country Club 
ng Believe profoundly in advertising as a business 
force and as a profession. Born and brought up 
on a farm.” oe: / 
rel ememover ways, rade aper vertising ays. 


the ELECTRICAL DEALER JEWELERS’ CIRCULAR - KEYSTONE BOOT AND SHOE RECORDER 

ws 360 N. Michigan Ave., Chicago 100 E. 42nd St., New York 100 E. 42nd St., New York 

‘“ ELECTRICAL MERCHANDISING NATIONAL FURNITURE REVIEW DEPARTMENT STORE ECONOMIST 
ane 330 W. 42nd St., New York 666 Lake Shore Drive. Chicago 100 E. 42nd St., New York 

im HOUSE FURNISHING REVIEW SUPER MARKET MERCHANDISING DRY GOODS JOURNAL 

‘os 1170 Broadway. New York 45 W. 45th St.. New York 1912 Grand Ave., Des Moines, Iowa 

ne AMERICAN LUMBERMAN 

ae 431 S. Dearborn St., Chicago 


THIS ADVERTISEMENT IS ONE OF A SERIES TO STIMULATE GREATER INTEREST IN TRADE PAPER ADVERTISING | tig 
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Mo-wore Uhicago tribune 


—— ] 


Aaet ad ‘ 
WOMEN’S APPAREL—Thru the Tribune, every day of the week, you reach 
Chicago's largest constant audience of women. Demonstrating this fact 
is the advertising practice of Chicago retailers who place in the Tribune 
more of their appropriations for women's apparel advertising than they 
place in all other Chicago newspapers combined. 


PARTMENT ts require, —— \ M : 
establishmer riations than they GENERAL ADVERTISERS—When you use the Tribune you get balanced, market-wide 
tising OPP coverage which penetrates into every neighborhood and suburb of Chicago. 


Recognizing this, general advertisers place in the Tribune more of their budgets 
than they place in all other Chicago newspapers combined. 
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@ The editorial qualities which build 
greatest interest among readers produce 
the best returns for advertisers. 

Averaging well over 1,000,000 net paid, 
Chicago Tribune total daily circulation 
during January set a new all-time high for 
the month. 

It was the eighth consecutive January to 
register a gain in Tribune net paid total 
daily circulation—an increase of more than 
300,000 since January, 1933. 


New High in City and Suburbs! 


_ Sunday Tribune total circulation during 
January averaged in excess of 1,200,000. 
It was the eighth consecutive January to 
show a gain in net paid total Sunday circu- 
lation— piling up an increase of more than 
365,000 since January, 1933. 
Right in Chicago and suburbs, Tribune 
circulation, daily and Sunday, during Jan- 


uary set a new high water mark for the 
month. 


As higher industrial activity steps up the 
tempo of Chicago’s trade, Tribune circula- 
tion growth delivers new slices of buying 


power for advertisers. 


More Than Two Others Combined! 


On week-days the Tribune delivers from 


ee eel 
—.... 


ower for you— 


diy of the week! 


585,000 to 640,000 more total daily cir- 
culation than other Chicago daily news- 
papers. On Sundays it delivers from 
270,000 to 800,000 more than delivered 
by other Chicago Sunday newspapers. 

Right in metropolitan Chicago, Tribune 
net paid daily circulation is 450,000 more 
than delivered by other Chicago daily 
newspapers—more than any two other Chi- 
cago daily newspapers combined. 

On Sundays, the Tribune delivers in Chi- 
cago and suburbs from 385,000 to 475,000 
more than other Chicago Sunday news- 
papers—more than the other two Chicago 


Sunday newspapers combined. 


When You Can Have More, 
Why Take Less? 


Every day you do without Tribune sales 
power, you pass up opportunities which 
easily can be yours. There is no need to 
pass them up when Tribune rates per 
100,000 circulation are among the lowest 
in America. 

Ask a Tribune representative or your 
advertising counsel to help you plan a pro- 
gram built around the Tribune which can 
help you get your share of the increased 


volume available in this market. 


TOTAL RETAIL—The Tribune is the medium on which this market is accus- 
tomed to base its buying. This is a fact proved = Chicago retailers who, 
whether sy sell to men or to women, place in the Tribune more of their 


advertising budgets than they place in any two other Chicago newspapers 
combined. 


AUTOMOTIVE AND GROCERY PRODUCTS—For convenience items or for high- 
priced specialties, the results prove that you sell more when you build your 
Chicago sales drive around the Tribune. General grocery advertisers and 
automotive advertisers place more of their budgets in the Tribune than 
they place in any two other Chicago newspapers combined. 


ine 


WS PAPER 


Total net paid circulation now: 


Daily, Over 1,000,000 


Sunday, In Excess of 1,200,000 


‘s “ i 
- o- yee 2s 
Se A RR Diets <P “Gin, Se 


. ae 
january set a new all-time high for the month = 
in Tribune total net paid daily circulation and : 

| pushed Sunday Tribune circulation well peyond é a 
the 1,200,000 mark! ie aS 
. ; can: — i 7 ; 
; . _—_— . 7 
~ ’ ® = i d ee ut cms ’ a ay . pS a 
~ "Ss — oo 
a ~S ra oe a. a 
— cs | Ae eg: oe 
i ie aN : * an Shit - 
sie ae oe '. M Bie: = ae i is : 
ere — Po en — a 
| a” a a ae me 
re ee a Ee 
a is 
>, = ; 3 iss 
ft kK ‘ie se 
> pee, aad ae “ f : 
a ' e . - _ . ot ® M sa “a . ee - “| 
a = * . = ks 
— oo), a a 
a >», y l Ad | aa _ 
és i. ae ~ = ~ - - 
iB. Ke ins —— I os re: 
oe Se ieee ett Ss —— ada Z 
ee ee oe 4 . | 
; — a oe a i - _ 
: ee os — 
, P 
¢ a —F 
is. § T N " 
Bs ‘eae _ ee pe : 
vis a oy * 
ro ok e ses gee sea" pe - 
i a ss ? Pm va Bee Mel ‘ Aa 2 
rsa on . ; . ri ‘* %, " ‘ . Pe pees 
me le say Wi SPR SES 
Lae ee ah co Se Pate, 
rt . ie y: oe A ne ve. re oe 
aie ue Sie mk = 


ADVERTISING 


March 3, 194) 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


BANK AND CITY CELEBRATE TOGETHER 


Agrees with Editorial 
on Free Publicity 

To the Editor: You carried an 
editorial the other day under the 
caption “Is Free Publicity” a 
Racket?” It was extremely refresh- 
ing. If all of our editors would 
adopt this simple formula of yours, 
the racket, what little there is of it 
left, would disappear _instanter, 
editorial blood pressure would re- 


turn to normal and public relations | 


time 
editors. 


people would have more 
serve their clients and the 
It would seem quite 


into the waste basket anything that 


isn’t news and doesn’t serve the 
publication and its readers. My 
experience is that good _ editors 
always followed this rule. I can’t 


help wondering where the editors 
come from who sit around in con- 


to 


simple to toss | 


vention and spend their time curs- | 


ing racketeers who 
steal free publicity. 


are trying to 
Free publicity 


isn’t stolen anyway; it’s always 
given away. 
I know something about this | 


problem because I’ve been an editor 


and have operated both advertising | 


and public relations agencies. 
you know I’m in the public rela- 
tions business now, but my sympa- 
thy is completely with your for- 
mula. As a matter of fact, there 
are only two or three public rela- 
tions counsellors left in this country 
who are making any money out of 
the old racket game. The turnover 
of their customers is shocking and 
they are obviously slipping. 

There is no denying that there 
was a time when a substantial num- 
ber of public relations counsellors 
prospered by taking huge appropri- 
ations away from 
clients on the theory that they could 
get more return out of free adver- 
tising than could be had from paid 
space. Smart editors themselves 
have just about wrecked that game. 
Furthermore, it’s been discovered 
that public relations is a way of 
life, that what you do is more im- 
portant than what you say, and 
that publicity is only the residue of 
sound public relations. Even then 
the intelligent public relations man 
submits nothing to any publication 
unless he thinks the editor wants 
it and then not until it has been 
prepared in usable form. He never 
asks an editor to print anything and 
never complains because he doesn’t. 
That puts the publicity end of pub- 
lic relations on a service basis. No 
one but the editors can make sure 


that it stays on that basis. 
GLENN GRISWOLD, 
Glenn Griswold Associates, 
New York. 


v v v 
Intelligent Editorial 

To the Editor: I think your edi- 
torial, “Is Free Publicity a Racket?” 
is about the most intelligent and 
concise statement of the problem of 
newspaper and magazine publicity 
ever called to my attention. 

The principal merit of your edi- 
torial, as I see it, is the convincing 
denial of the existence of conflict 
between advertising and publicity. 
You are absolutely correct, of 
course, in saying that the entire 
question pivots about the editorial 


As | 


Soe CROCKER FIRST NATIONAL BANK 
. V4 iat Cledesl Yaliona beuk 


Unusual copy of Crocker First National Bank of San Francisco, in which the simul- 
taneous development of the bank and the city is mirrored. 


that the client who goes out of his 
way to seek free publicity and who 
has nothing newsworthy to offer 
also has a tight string around his 
advertising purse. 

Thank you for your editorial. 

BERT SCHWARTZ, 
Director, Bureau of National 
Publicity, New York. 
a ae 


Munro Clears Up Facts 


in Legal Proceedings 


inexperienced 


To the Editor: As you know, I 


}am more than anxious to cooperate 


I was to 


/no 


standards of the publication under | 


discussion. If all 


press agents or 
self-styled “public relations coun- 
sellors” had spent the early part of 
their lives separating the wheat 


from the chaff at editorial desks of 


newspapers and magazines, I firmly 
believe that the business of public- 
ity would not carry the stigma of 
illegitimacy that is its worst bane 
today. 

We have tried to steer clear of 
this mire by accepting as our ac- 
counts only businesses or institu- 
tions that have something tangible 
and newsworthy to offer the news- 
paper or magazine readet News 
“inventions,” phony copy and sud- 
denly created departures in manu- 
facturing and merchandising soon 
find the waste basket in editorial 
offices that they so justly deserve 
And we have found usually tru 


with you in giving you information 
concerning the various legal actions 
I am involved in. And as you also 
may know, I am quite willing that 
you take any attitude you wish to- 
ward me and my case. But I would 
caution you against inaccuracies. 
To begin with, I was not jailed 
because of a failure to post bond. 
I. W. Digges, or G. A. Weil, 
tained the order of arrest at an ex 
parte proceeding, which is to say 
one to which neither I nor my law- 
yer was a party. I was to be given 
and was indeed given opportunity 


ob- 


to put up bond only after my in- 
carceration in the County jail 
You would further find out on 


examination of the records, that the 
assignment to Los Angeles on which 
have gone was discussed 
by my attorney, Mr. Peter S. 
George, with Messrs. Digges & Weil. 

In your newsstory you make a 
very serious error of fact which I 
must insist upon your correcting. 
In direct quotes you put words into 
my mouth to the effect that I have 
accused Henry Bristol of conspir- 
ing to overthrow the government. 
For the purposes of their suit this is 
the interpretation which Henry 
Bristol, through his attorney, has 
sought to put on my words. I 
reason why you should be a 
party to this attempt 

To guide you in your correction, 
I am enclosing a copy of the issue 
for July 15, 1940, which contained 
the alleged libel. 

For the record, 
you have also 
in who 
various 
me. Gilbert 


see 


let 
made a 


me that 
slight error 
represents whom in the 
actions pending § against 
A. Weil is the attor- 
ney of record only for the case 
brought by Digges, his associate. 
The other three actions were 
brought by Digges himself for the 
Bristol brothers 

Davin A. Munro, 

Space & Time, New York. 
: ee. < 


Bank Grows Up 


To the Editor: In the 
single lifetime the San 
Bay region has changed from a 
frontier outpost to an important 
metropolitan area with its industry 
expanded forty times and its pay- 
rolls fifty-three times 

How this community 


say 


span of a 
Francisco 


and the 


Crocker First National Bank of San 
Francisco (California’s oldest na- 
tional bank) grew up together is 
related in the attached advertise- 
ment celebrating the Bank’s 70th 
anniversary, which appeared in al 
San Francisco dailies late in Jan- 
uary. 

We that advertise- 


believe this 


| February 


pieces 


issue, we are running a 
campaign of full pages in some 45 
of the most important trade pub- 
lications in the various fields which 
we serve with our equipment. 

We have also been taking full 
pages in the programs of two of 
America’s outstanding annual sport- 
ing events, that is, the Indianapolis 
Races and the Army and Navy 
Game. 

I believe you can see why I am 
rather startled by the fact that you 
have never heard of us. I am just 
wondering whether I ought to lose 


my rather implicit faith in trade 
paper advertising. 
In order that you may have a 


more comprehensive picture of our 
activities I am taking the 
of 


our literature 


| hope you will find of interest. 


C. ALFRED CAMPBELL, 
General Sales Director, Mar- 
mon-Herrington Company, Inc., 
Indianapolis. 

v v v 


New Approach 


ment presents what might be ordi- | 


narily termed 
growth of a great community in an 
unusual form. We thought, there- 
fore, that you might be interested 
in reproducing it in your columns. 
RONALD BRINDLEY, 
Doremus & Co., San Francisco. 


“dry statistics” of the | 


in Wine Advertising 

To the Editor: Enclosed are proof 
sheets of single column, 84-line ad- 
vertisements, currently appearing in 
newspapers throughout the country, 
advertising our Vai Bros. Old Re- 
serve California wines. 

We feel that these _ insertions, 
which are appearing frequently 
concentrated sales 
a departure 


from the usual copy 


and art techniques employed in the 
wine and liquor fields. 

Although the campaign has been 
way but a short time, 


under reports 


Ben! THAT'S Smooth! 


7, = THE BIG THING IN HUNTING .. AS A TEMOR'S TREMOLO 
Not President | ee | 
To the Editor: Our clients will | 
suffer fewer sleepless nights if in 
some near-future issue you will 
make mention of the fact that} 
crediting me with the presidency | A 
of this agency in my letter run in| EA. . ‘fine * 
your issue of Feb. 17 was strictly nic oF vee mS 
a slip of your editor’s pencil. Py dre = 2, i 
Mr. femington, himself, con- | a GC nsray? a yep 
tinues as our standard bearer in| “%*”°" Valifornia cxcamonel ff (fornia 
title as well as in fact. —— 
N. B. WINKLEsSS, JR., Two of the series of 84-line advertise- 
Wm. B. Remington, Inc., ments being used in newspapers by 
Springfield, Mass. Padre Vineyard Company. 
v v v 
are already most encouraging; the 


Wonders What Ad-Libber 
Reads for Information 


To the Editor: I have just noticed 


your ad-libber’s squib on war and 
advertising in the Feb. 17 issue of 
ADVERTISING AGE which refers to 


the participation of Marmon-Her- 


rington All-Wheel-Drive trucks in 
the British drive in Lybia 
We are of course grateful for his 


mention of our advertising, but are 
downright shocked to notice in his 


rather facetious comment that he 
has never heard anyone speak of 
Marmon-Herringtons 

As I sit and ponder I wonder 
what an ad-libber reads 

a. For diversion 

b. For information 

c. In connection with his Ad- 
libbing duties. 

We do have a highly specialized 
product and up until the time of 
our Fortune campaign we have 
never directed our advertising at 
the general public (either the hoi 


polloi or the intelligensia end of the 
spectrum). 

There is accordingly a great mass 
of the American public which has 
never been reached by our adver- 
tising efforts. We have, however, 
rather thoroughly covered a num- 
ber of the specialized trade fields 
and 1 would have imagined that 
the advertising fraternity, particu- 
larly a commentator, would neces- 
sarily have brushed up against our 
copy somewhere along the line. In 
addition to our campaign in For- 
just started with the 


which 


tune, 


series will be continued on the same 


basic theme for the next several 
weeks, hammering at key markets 
in selected newspapers. 


Included in the ad, scheduled for 
each state, are changes to reflect the 


various regulations, governing the 
advertising of wines and any 
changes in pricing caused by dif- 
fering scales of taxation, etc. 


R. W. MuLten, 
Padre Vineyard 
Cucamonga, Cal. 


Controller, 
Company, 


>, - FF 


Agrees with Ad-Libber 

To the Editor: We were very 
much interested to read the item in 
Ad-libbing in your issue of Feb. 10, 
in reference to insurance advertis- 
ing. We heartily subscribe to the 
views expressed and believe that 
there is much “me” and too 
little “you” in insurance advertising 
generally 

Enclosed 


too 


is a broadside of one of 
our current contests to which we 
wish to call your attention. This 
contest was designed especially to 
get away from this “honor the boss 
and not the salesman” business 
We are glad you had the editorial 
courage to bring this matter to the 
attention of the advertising fra- 
ternity and trust that it will have 


some effect on our colleagues in the 


business. 

Joun P. Rocers, 
Advertising Department, Con- 
tinental Casualty Company, 
Chicago 


insurance 


liberty | 
of attaching copies of a number of | 
which I 


in | 
areas, mark quite 


Now Drinking More 
Carbonated Beverages 
——Less Milk 


Increased sales of carbonated 
erages and decreased sale of ilk 


ey. 


in high school cafe. 


on terias is indicated in 

a report from 134 

a high schools. About 
ey 6,000,000 high school 
HH students eat daily in 
their school cafeter- 

ias, forming. one of 

the most important markets for 


candy, cookies and beverages. Av er- 
age daily candy sale in schools 
queried was $10.60. Mars nickle 
‘andies and National Biscuit cookies 
have greatest distribution and sales, 


Reverend George Johnson, Diree- 
tor of Dept. of Education of Na- 


tional Catholic Wel- 

NEW MEMBER fare Conference has 

ON SCHOLASTIC a ccepted member- 

ADVISORY ship on the National 

Advisory Council of 

BOARD Scholastic, The 

American High School Weekly 

Other members include three Su- 

perintendents of 

Graham of Pittsburgh, 


Schools: Dr. Ben 
mm, & @ 
Stoddard of Philadelphia and Dr. 
Frank Cody of Detroit. Also Dr. 
Francis Spaulding, Dean of Grad- 
uate School of Harvard and Dr 
L. J. O'Rourke, Director of Research, 
U. S. Civil Service Commission. 
7 


More than 150,000 high school stu- 
dents competed for Scholastic Mag- 


TENNIS AND azines Trophies in 


tennis and gol 
GOLF isauniaaiede my 
TOURNAMENTS = spring of 1940. 3716 


2837 in ten- 
Advance regis- 


tournaments were held: 
nis and 879 in golf. 


trations for 1941 indicate 175,000 
students will participate in this 
year’s Scholastic Tennis and Golf 
Tournaments. 
- 
“All peanuts sell—Planters excel’ 
was the winning slogan 
in a nation-wide contest 


school students 
conducted by Planters 
Nut & Chocolate Co. 
through Scholastic Mag- 
azines. This 2lst semi- 
annual contest calls for 
an enclosure of a Planters 
featuring their famous 
“Mr. Peanut.” 
+ 


for high 


- 


wrapper 
character 


Prudential Insurance Co. 
ica is currently using a 
ANOTHER quotations fro! 
GREEK Greek Philoso} 
in their ant! 

CAMPAIGN 


campaign to g 
school students through Sch ti 
Each year since 1925 Prudentia! has 
used this type of copy app 
starting with a series on Cor 
and more recently featuring 4 
ican Presidents. 

” 


of Amer- 
series of 
Old 


ers 


Youth market splits into tw: 
at age of 14, when work cert tes 


may be had | 
NEW TOTAL boys and 
12,350,000 


whose familie eed 
their income 194 
census figures show an incre.sé © 
the number of boys and girls the 
U.S. between the ages of 15 I 
New total is 12,350,000. Ay Xie 
mately one-half are enrolled e 
school, forming a “wealth-s¢ ted 
group wh families can at 
keep them in school 


se 


National Biscuit Shredded \\ 
advertiseme! 
OUTSTANDING February 17 
HEADLINE of Scholasti: 


Country's ‘8 
Lies In The Fitness Of Its C 


tee 
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COLLEGE COPY 


loled - gijmmamg 
mar WATCH MOST »? ; 


Winner in the collegiate contest spon- 
sored by Gruen Watch Company. 


Get 4,000 Entries 
in Gruen College 
Copy Competition 


New York, Feb. 25.—First prize 
in the annual collegiate advertising 
contest sponsored by Gruen Watch 
Company for students of advertis- 
ing, marketing and merchandising 
was awarded yesterday to Willis S. 
Edson, of Chicago, a night school 
student at Northwestern University. 


Mr. Edson received a check for $500 
to be applied to educational ex- 
penses. 


The contest, second in an annual 
series, attracted 4,000 entries from 
150 universities throughout the 
country. In 1940, there were 800 
entries from 80 universities. In 
many schools, the contest was made 
a class project. The company pro- 
vided sales portfolios and other 
merchandising material in an effort 
to give the students a_ practical 
Gruen mer- 
its products. Entrants 
poster designs, layouts 
magazine or newspaper adver- 
ig and radio program ideas. 

Second prize of $250 went to Jane 
Webster, of Flushing, N. Y., a stu- 
dent at Syracuse University. The 
two prize winners were guests at 
a luncheon at which the awards 
were made by Prof. William Moul- 
ton Marston. G. Lynn Sumner, 
agency head and president of the 
Advertising Club of New York, was 
a speaker at the luncheon. 


Other Awards Given 


Additional prizes, 


chandises 
ubmitted 
fol 


including 


checks for $100 and $50, Gruen 
wrist watches, and certificates of 
honorable mention, were sent to 
other students 

The winners were selected by a 
jury composed of Ralph Roessler, 
president, National Association of 
Credit Jewelers; Howard Black, 


vice-president and advertising direc- 
tor, Life; Fred Kendall, editor, Ad- 
vertising & Selling; Frank Mason, 


The Spring check-up issue of The 
SUPER SERVICE STATION 


covers the retailers who'll do the 


lion's share of the Spring check- 
up business with car owners. First 
forms close March 15. 


Ihe Irving-Cloud Publishing Co. 


Bune To. 


Chicogo, Ill. 


vice-president, National Broadcast- 
ing Company; Howard Scott, 
poster artist; and John J. McCarthy 
and Stanford Briggs, vice-presi- 
dents, McCann-Erickson, the Gruen 
agency. 


Park on Needham Statf 


Needham, Louis and Brorby, Inc., 


Chicago, has added Gerald Park, 
formerly with the layout depart- 
ment of the Chicago Mail Order 


Company, to its art staff. 


Ramsey Gets “Ma Brown” 


The L. W. Ramsey Company, 
Chicago, has taken over advertising 
of the Squire Dingee Company, Chi- 
cago, maker of “Ma Brown” pickles 
and preserves. L. H. Copeland is 
account executive. 


Delco Heat Ovens 
All Year ‘Round 
Promotion Effort 


Rochester, N. Y., Feb. 26.—Na- 
tional magazines, business papers, 


newspapers and talking movies for 
the individual home will be used 
in the 1941 campaign of the Delco 
Appliance Division, General Motors 
Sales Corporation, for its Deleo-Heat 
Unit. 

The spearhead of the new drive 
for this fast-growing General Mo- 
tors unit will be copy in American 
Home, Better Homes and Gardens, 
House & Garden, Parents’ Magazine 
and The Saturday Evening Post. 
Advertisements, beginning in March 


issues, will be continued monthly 
throughout the year. They are 
aimed at both replacement business 
and use of Delco-Heat in new home 
building this spring. 

Full-page, two-color advertise- 
ments are being run in February 
and March editions of Air Condi- 
tioning & Oil Heat, Coal Heat, and 
Fueloil Journal Oilheating and Air 
Conditioning, designed to attract 
new dealers. Copy points out that 
Delco-Heat is easier to sell as a 
product of General Motors; that 
advertising is extensive, and that 
every merchandising assistance is 
offered dealers. The company will 
cooperate with dealers in newspa- 
per advertising and “talkies” will 
carry sales messages to prospective 
purchasers in their own homes, 


O. E. Wolf is advertising and sales 
promotion manager of Delco and the 
account is handled by Stewart, 
Hanford & Casler, Inc., Rochester. 


Pynchon Dinner March 25 


The William Pynchon dinner, an- 
nual event at which the Advertis- 
ing Club of Springfield, Mass., 
awards the Pynchon medal for dis- 
tinguished public service, will be 
held March 25. Former winners 
have been invited and a head table 
of city and state dignitaries is being 
arranged. 


Shigeta-Wright Adds 

Shigeta-Wright, Inc., Chicago, has 
added an art service, including lay- 
outs, lettering and design, and photo 
art retouching, to its photographic 
illustration facilities. 
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EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


21 BROOKLINE AVENUE, BOSTON, MASS. 
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1940 Net for 
Quaker Oats 
Off from 1939 


Cream of Wheat Cuts 
Ad Costs; Axton-Fisher 
Plans Spud Drive 


Chicago, Feb. 25.—The total vol- 
ume of package goods sold by the 
Quaker Oats Company in 1940 was 
two and one-fourth per cent less 
than in 1939, according to the an- 
nual report of the president, John 
Stuart. The net income for 1940 
was $4,141,511, compared with $5,- 
163,023 for 1939. 

“Quaker Oats and Aunt Jemima 
(ready mix for pancakes and buck- 
wheats) show gains,” says the re- 
port, “but some of our other case 
goods items are behind. Competi- 
tion was extremely keen in this 
country and Canada, and our mar- 
gins of profit were below normal on 
most items. Sales of Quaker puffed 
rice and wheat, which have con- 
tributed substantially in volume and 
earnings for some years, were about 
ten per cent less in volume and the 
profit margin per case was reduced 
to meet an extreme competitive 
situation.” | 

Confidence is expressed that new | 
products, Rice Sparkies and Wheat 
Sparkies, puffed rice and _ puffed 
wheat with vitamins added, will 
boost the volume of sales. 


CREAM OF WHEAT “CUTS 
AD COSTS, BOOSTS NET” 
Minneapolis, Feb. 25.—The Cream 
of Wheat Corporation, which has | 
reported a net profit for 1940 of | 
$1,140,997, compared with $1,090,- | 
958 for 1939, credits the gain in the | 
face of increased taxes and higher 
material costs to reduction in adver- 
tising costs, reduction in the 


and absence of the loss on demoli- 
tion of building which was present 


in 1939. Net sales for 1940 were 
$4,129,903, compared with $4,102,- 
770 for 1939. Cream of Wheat’s 


1940 magazine advertising expendi- 


tures totaled $382,470, compared | 


with $266,632 in 1939. 


AXTON-FISHER PLANS 
SPUD DRIVE IN APRIL 


Louisville, Feb. 25.—The Axton- | 
Fisher Tobacco Company reports a | 


net income for 1940 of $807,711, this 
sum including $355,830 as net pro- 
ceeds from the settlement 
company’s claim for refund of 
processing taxes. The net profit was 
based on 1940 sales of $19,170,720, 
compared with a 1939 net of $620,- 
334 based on sales of $19,305,997. 


The president's annual report 
points out that the company’s 
cigaret, Spud, “was strengthened 
in its competitive field by the 


launching of Spud Imperials. ; 
Introduced originally in test mar- 
kets, Spud Imperials distribution 


Yes sir! He's absolutely right. These ex- 
tra millions make it a still greater mar- 
ket . . . and you can't miss this market 
if you use, KOMA-KTUL Combination. 
An ALL-OKLAHOMA Coverage! 


Both Stations 5000 Watts 
Both Stations Columbia Network 


Oklahoma Tulsa 


KOMA - KTUL 


Free & Peters, Exclusive Representatives 


pro- | 
vision for loss on foreign exchange | 


of the | 


has been gradually broadened and 
by April of this year national dis- 
tribution will be attained. At that 
time a carefully designed advertis- 
ing campaign will be put into effect 
to support the selling effort in all 
key markets.” 

The challenge of increased fed- 
eral, state and local cigaret taxes 
was met, says the report, “by in- 
creasing the merchandising and 
promotional support for Twenty 
Grand. This support is now further 
strengthened through the company’s 
radio program, ‘Your Happy Birth- 
day.’ The program was tested and 
an audience built for it during six 
weeks at no expense to the com- 
pany; and since Jan. 3, 1941, your 
company has sponsored it as a 
regular Friday night feature of the 
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NBC Blue coast-to-coast network of 
83 stations.” The development of 
additional products in the Axton- 
Fisher line is still in the test stage, 
said the report. 


CHICAGO MAIL ORDER 
1940 NET AT $313,304 

Chicago, Feb. 25.—The net profit 
of $313,304 earned in 1940 by the 
Chicago Mail Order Company is re- 
garded as “unsatisfactory” in the 
company’s annual report although 
it is a gain over the net of $308,849 
in 1939. A profit of $102,923 was 
made in the first six months of 
1940 compared with a loss of $97,942 
in 1939 and the net for the last six 
months of 1940 was $210,380 com- 
pared to $406,791 in 1939. 

The fall 1940 catalog, called the 


largest and most costly book ever 
issued by the company, “did not 
produce the sales which had been 


anticipated. Expansion, tax in- 
creases and war exigencies are 
blamed for the reduction in fall 


earnings. 

“During the year your company 
opened five catalog order office 
stores in Illinois,’ says the report. 
“It is still too early to tell if this 
program will be profitable, but it is 
proving a valuable source of in- 
formation regarding our opera- 
tions.” The annual report pictures 
the catalogs and flyers issued in 
1940. 

BIGELOW-SANFORD 
NETS $2.075,243 
New York, Feb. 25.—The 1940 net 


income of Bigelow-Sanford Carpet Beauty. 


a ™ a, 


Company was $2,075,243, com, 


to the annual report, which de 


the inside spread to a word 
picture story of advertising 
for 1941. Three color inser: 


two of which are pictured, 
used in American Home, F 
Homes & Gardens, Bride’s 
zine, Good Housekeeping, |! 


Beautiful, House & Garden, Lad 


Home Journal and McCall's. 


is scheduled for March, April, ° 


and June issues. 

Copy emphasizes the them 
developing charming rooms 
starting with Bigelow Bea 
Broadloom rugs and carpets. | 
ers are urged to write for a 
copy of “Color 
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Oil-O-Matic Splits Field 

The Williams Oil-O-Matic Heat- 
ing Corporation, Bloomington, IIl., 
has divided its national market into 
Eastern and Western territories 
ynder supervision of regional man- 
ager’s, H. Davison and C. C. 
Kinstler, respectively. The new 
set-up, according to the company, 
will permit a more _ personalized 
association between the field and 
factory Oil-O-Matic sales organiza- 
tio! 


Foundry to Bayless-Kerr 
4 


ie Bayless-Kerr Company, 


Cleveland, has been appointed to 
handle advertising of National 
Bronze & Aluminum Foundry Com- 
pany Cleveland, maker of alumi- 
num castings, Ten-Lox stair treads 


and floor tile. Business papers and 


direct mail will be used. 


Burnett Switches 
to Humorous Copy 
in 1941 Campaign 


Boston, Feb. 26.—The Joseph 
Burnett Company, maker of ex- 
tracts, seasonings and specialty food 
products, will try light, humorous 
illustrations for the first time in its 
1941 advertising campaign. 

The company will employ larger 
space units and less frequent in- 
sertions in changing over to a hu- 
morous tone. The schedule calls 
for insertions in American Home, 
Good Housekeeping, Ladies’ Home 
Journal and Parents’ Magazine, with 
supplementary advertising in the 
Christian Science Monitor and in 
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other newspapers in selected areas. 
First copy will be run in April and 
May issues. Local radio will also 
be used in some cities. 

H. B. Humphrey Company, Bos- 
ton, is the agency. 


Rum to Geare-Marston 

Geare-Marston, Inc., Philadel- 
phia and New York, has been 
named to handle the account of 
Destileria Serralles, Inc., Ponce, 
Puerto Rico, maker of Don Q Puerto 
Rican Rum. 


Lee Tracy Resigns 

Lee Tracy has resigned as pro- 
motion manager of the New York 
World-Telegram. Following a vaca- 
tion in Miami he will announce his 
future plans. 


Carolinas Group Elects 


N. E. Brown of the Record, Co- 
lumbia, S. C., was elected president 
at the winter meeting of the Caro- 
linas Advertising Executives Asso- 
ciation, with Roy Phillips, Citizen- 
Times, Asheville, N. C., named as 
first vice-president and Rex Free- 
man, Journal and Sentinel, Win- 
ston-Salem, N. C., secretary-treas- 
urer. Charlotte, N. C., was selected 
for the mid-summer meeting, at a 
date to be determined later. 


Joins Campbell-Ewald 

R. G. Carey has joined Campbell- 
Ewald, New York, as assistant to 
J. L. Spencer, vice-president in 
charge of merchandising. Mr. Carey 
was formerly with the merchandis- 
ing department of 
Ward & Co., Chicago 


Montgomery 


XCITEMENT, speed, action . 


A great audience, too! 2! 


ot it! 


averages 8 full hours with cach issue 


sidering the life of most advertising. 


concernedly as others spend a nickel. 


sively read magazines. 


will 


ar recognize 
Strip Spread achievement 


Magy 


rising advance 


~~ 


ind reading 


we tor by 
oS aoe iH 


a 


; million tamiulies . 


EXCLUSIVELY AMERICAN 
— AND A HIT! 


Such venturesome spirits of in- 
dustry as those who moved the 
gearshift from car floor to wheel 

the cracker trom barrel to box 
a comparable 
Lhe 


azine 's exclusive 


This 1s a series of unique new 
space units—new sizes and shapes, 
opening up challenging possi 


bilities in advertising design 


60 stirring minutes 


Multiply that by 8! Then you'll know why the wide 
variety of appeals contained within the covers of The 


American Magazine make it so absorbing that the reader 


cternity, con- 


_ biggest 


general monthly circulation of all...comprised ot peo- 
ple who cheerfully pay a quarter for a magazine as un- 


Most surprising — your advertising can tap this super- 
market at no greater cost than it takes to reach audi- 


ences of lower purchasing power through less inten- 


Read the APRIL issue of The Amerian Magazine... 
as a prelude to hearing the amazing advertising facts 
about it. The Crowell-Collier Publishing Company, 250 


Park Avenue, New York, N.Y. 


American 


new adver 


making tor heightened noting 
already contracted 


many of the country's pace 


Animated Spread setting advertisers. See the first 
of the dynamic new Bookmark 
Third Covers in the current 
APRIL tssuc 
Bookmark 3rd Cover 
A CROWELL-COLLIER PUBLICATION 
_ sg iB iPS “ , 


TELLS STORIES 


mt 


és x, / 
We caLL IT 
THE FINLEY 


Ey ERY time Finley saw one of us 

gulp his whiskey, he would lecture 

“That's no way to drink! If you fel 

lows would sip your whiskey this 
| way, you'd enjoy the flavor! 


One day he brought in a bottle of 
Gibson's Scraight Bourbon. “Here's 
a bourbon that’s woo good ©) gulp, 
he said. He gathered us around the 
table and made us sip i! 


A grin of pleasant surprise broke 
out on every face. Now, we all use 
“the Finley sip 
clusively with Gibson's. 


but we use it ex 


Why don't you try Gibson's 
Scraight Bourbon tonight 
drink it with 


and 
the Finley sip’? 
You'll see why it's “Great from the 
First Sip!” 


| GREAT FROM 
THE 12 SIP... 


Crobeon s Whiskey 
OLD The Gibson Distilling Co 


Serasght Bourbor ”) proof The whiskey 


New York, N Y 


4 YEARS 


New newspaper copy for Gibson's whisky 
in which a story-telling technique is used. 


Gibson‘s Campaign 
Features Whisky 
‘Sip Test’ Tales 


New York, Feb. 26.—Short stories 
about the “sip test’ method = of 
drinking Gibson’s whiskies are be- 
ing featured in a new campaign 
just launched by the Gibson Dis- 
tilling Company. 

Newspapers in approximately 100 
major will carry the copy, 
which runs 200 and 300 lines in size, 
some in color, according to H. Law- 
rence Laupheimer, Gibson advertis- 
ing manager The will be 
built around Gibson’s slogan, “Great 
From the First Sip.” 


cities 


series 


Copy relates the experiences of 
American consumers when first in- 
troduced to the Gibson sip test. 


Their reaction, the advertisements 
tell, is a firm belief that “this whis- 
ky’s just too good to gulp.” 


Tyler Kay Supervises 

The Kay Company, Inc., 
Buffalo, N. Y., has been appointed 
to organize and supervise the ad- 
vertising, sales promotion and per- 
sonal selling of the Trans-Lux Vis- 


Tyler 


ualizer, projection machine’ mar- - 
keted by the Trans-Lux Corpora- 7 
tion, New York, for teaching and = 
remedial reading ae 


Covers MORE 


TERRITORY 


| faster 
WV H fk i 5000 
night + : ye 
CLEVELAND, OHIO 
REPRESENTED BY— 
RADIO ADVERTISING CORP 
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| advertising, sales training and mer-|are used throughout. These four SELLS STOKERS approximately 120 newspapers 


One Basic Sales 
Story Featured 
by Kelvinator 


1941 Drive Reiterates 
Single Theme; Dealers 


Played Up 


Detroit, Feb. 26.—Streamlined to 
match the revamped manufacturing 
and selling program inaugurated 
last year, Kelvinator’s current ad- 
vertising and sales promotion more 
than ever reflect the retail-minded 
thinking behind the entire plan. It 
was the dealers’ woes that prompted 
the Kelvinator move, a little more 
than a year ago, which brought 
sensational price reductions, a 
selective dealer program, new sales 
strategy—and _ shortly an abrupt 
upswing in sales. Dealer influence 
is now plainly discernible in all of 
the company’s advertising and sales 
promotion. 

Foremost among the changes 
made has been the development 
and use of one basic selling story 
in all types of literature, promotion, 


|chandising helps. It was the com- 
| pany’s belief that in past refrigera- 
\tor campaigns too many different 
|selling stories were used, and this 
resulted in a failure to register the 
real product story, not only to the 
consumer but also to the dealer and 
salesman. 


One Story Is Told 

In an effort to give the 
greater value from the advertising 
and sales promotion program and to 
give him a story that his salesmen 
can use on the floor, Kelvinator has 
itaken advantage of the beneficial 
|cumulative effects of repetition by 
building all advertisements, outdoor 
displays, radio commercials, slide 
|films, promotion and display pieces 
and literature around the _ slogan 
i“Look at the Beauty—Look at the 
|Extras—Look at the Price,” a 
catchy combination of words which 
'presents the gist of the product 
|story. Salesmen are taught to fol- 
\low this pattern in their presenta- 
tion of the products, and results of 
its use are proving it particularly 
effective. 
Along with standardization of 
| selling stories has come the stan- 
|dardization of sales promotion ma- 
terial. Literature has been concen- 
trated in four pieces, and much of 
the same artwork and engravings 


| 


dealer | 


pieces are the dealer plan book, 
the line folder, the catalog and the 
}selling album. 

Standardizing in this way on sales 
|promotion has made it possible to 
|spend more money on each piece, 
/and the dealer has reaped the bene- 
fit. Now instead of black-and- 
| white or two-color sales promotion 
|material, he gets a selling album, 
a line folder and a catalog, all done 
in four colors. 


Retailers in Copy 

Another place the dealer influ- 
ence is shown in 1941 is in the 
| Kelvinator magazine advertise- 
ments, where a typical Kelvinator 
retailer is pictured telling about the 
new 1941 product he is offering the 
people in his neighborhood. The 
impression of the retailer telling the 
story is made complete by having 
the headlines and copy pitched in 
his language. This treatment has 
been employed to register the Kel- 
| vinator dealer with the public as a 
good man with whom to do busi- 


ness. It not only sells Kelvinator 
to the customer, but it sells the 
dealer as well. 

Copy utilizing this treatment 


already has appeared and will con- 
tinue to appear in a comprehensive 
list of magazines including Collier’s, 
| Household, Life, Liberty, The Sat- 


* * * * * * . 


* * * 


Texas, and 


' DEFENSE MONEY — 


Goes Where 


Popular Mechanics Girculates 


Between June 13 and November 30, 1940, defense con- 
tracts let in the United States amounted, according to The 
New York Times of January 2, to $9,425,870,000. 

* 68.3% of these huge contracts went to the twelve states * 
of Massachusetts, New York, New Jersey, Pennsylvania, 


Ohio, Indiana, Illinois, Michigan, Wisconsin, Minnesota, 


California. 


65% of Popular Mechanics’ circulation is concentrated 
in these same twelve states where these billions will be 
spent on making non-consumer goods. 

The mechanically-minded, 100% man readership of * 
Popular Mechanics is bound to participate more than does 


the average man in the increased income that these ex- 


* penditures assure to these states. 


Popular Mechanics readers will be in the market for 
more and better consumer goods. You can tell your ad- 
vertising story to them for less than a dollar and a half 


per page per thousand. 


POPULAR/ jyEcHANICs 


* j * 
200 East Ontario St., Chicago - New York - Detroit - Columbus 

* * 

* * * * * * * * * 


Sconomical Operation 
UNDERFEED STO 


with FUEL SATISFACTION 


Porabomiae “al Combines in balanced propornan 41] the ‘hemic4 e.ements neces” 


tas coal 
Use qeoulne Pocabonias Gustions coal the year round and reaise « higher renurs 
om Yow stoker investment represenislive of he radweys Chicage Coa Bureew 
Wil be gied to explain ite advactages © you and sseu! in the 
probem Call or write 
D | HOWE Diswict Manager COAL BUREAU 
0.098 MARQUETTE SUR DUG TC RPHOMT RAsewes ie 
cmcase Gummo 


Norfolk» Wester! (2 toay 


This Chicago newspaper copy for Nor- 

folk & Western Railway puts major em- 

phasis on underfeed stokers, although 

the railroad sells only coal, and has no 
direct interest in stokers. 


urday Evening Post and True Story. 
The company frankly states that 
one of the bugs in refrigeration 


advertising in the past few years! 


has been’ that advertisements 
haven’t had the readership value 
they might have had. To improve 
readership in newspaper advertising 
and, consequently, to bring more 


‘customers to the dealer’s store, a 


new 
given 


type of handling has been 
Kelvinator copy to give it 
more human interest. Instead of 
letting a cutline tell the story of 
Kelvinator features, animated car- 
toons are employed. These take 
the form of such things as lettuce, 
cabbage, potatoes and meats, and 
these sprightly-looking foods tell 
the story of how refrigeration “a la 
Kelvinator” keeps them fresher. 


Copy Pre-tested 


Advertisements utilizing this 
technique were pre-tested to prove 
their effectiveness. These tests 
proved that cartoon handling not 


nitely lifted attention value. News- 
paper copy in the 1941 Kelvinator 
key city campaign will appear. in 


throughout 
cooperative 


the country. In 
campaign 


the 
Kelvinator 


advertisements will appear in some 
1,500 newspapers. 
In radio, Kelvinator has given 


|the dealer a much larger backing 


this year than ever before. 
found that many retailers y 
radio-minded and as a result the 
radio appropriation was boosteq 
considerably. In 1941, hard-hitting. 
tough-selling straight commercials 
are augmented with a gay, catchy 
song commercial. The Lyn Murray 
quarter does the Kelvinator song to 
the tune of “The Little Brown Jug.” 
while “Red” Barber, well-known 
announcer and sports commentator, 
carries the straight commercial! 
Kelvinator’s factory scheduled 
radio-spot transcriptions utilizing 
song commercials will be aired oer 
about 50 stations in the peak-sel!ing 


It Was 


season. Transcriptions used 30 
will be available for dealers’ own 
use. 


The same human interest element 


|injected into newspaper advertise- 


| ments 


: : - | Use actual photos in your catalogs, 
only improved readership but defi- 


and radio commercials j|ias 
been carried over to outdoor, where 
a straight product technique has 
always been used in the past. This 
year, 24-sheets tie in the theme 
“Get More—Get Kelvinator” with 
human interest pictures to bring the 
reader’s attention to the product 
and as a result to sell more refrig- 
erators for the dealer. A _ varie 
of tie-in pictures is used, including 
a robin tugging at a worm; a baby 
in a high chair scooping up a large 
spoonful of ice cream from a 
heavily-laden dish and a negro boy 
wading into a huge slice of water- 
melon. 


Filmack Trailer Moves 

Filmack’ Trailer Company, Chi- 
cago, has taken over the building 
at 1327 S. Wabash avenue. 


PHOTOS 2+!25¢ 


In lots of 100 or more 
portfolios, direct 
mail Send photo or negative. We do the rest 
fhuotations supplied for any size Same low prices 
Photo post cards |'2c in lots of 1000. 

-Window Displays—-Enlargements— Transparencies 
Commercial Photo, 41 W. 45th St., N. Y. C. 


(1940 total 


Here's What Some of 
These Responses Were— 


10.119 box fronts for Wait's 
Green Mountain Cough 
syrup with a 15 minute 
program, three times 
weekly for 13 weeks. 


labels for Kitchen Klen 
zer with a 5 minute fea 
ture, three times weekly 
for six weeks, 


replies to Household 
Magazine Contests with 
52. 100-word = spot) an 
nouncements, 
3.443 cash orders for Inter 
state Nurseries on one 
Sminute program daily. 
6 days weekly, 13 weeks. 


6.501 orders for Skruland Pho 
with a 15-minute 
program three times 


weekly for 26 weeks. 


tos 


5062 replies for Monarca Oil 
Company from THREE 


100 word announcements. 


HOWARD H. 
WILSON COMPANY 
Special Representatives 
New York Chicago 

Kansas City 


San Francisco 


seor = THE eA 
° Sis 


That's real action--220.113 pieces of 
mail from WDZ listeners in 1940! 0 And 
it’s real proof of WDZ pulling power 


Obviously the folks who wrote in are 


but a fraction of the number who wil! 
hear and heed ywour message ove 
WDZ! 


The WDZ Triple Market 


1. AGRICULTURAL 
WDZ's market 
of the richest 
in the nation! 


area includes sor 
agricultural count 


2. METROPOLITAN 


Five industrial and urban cent 


give you another big mark 
Champaign-Urbana, Decatur, D 
vile and Bloomington (Il 

Terre Haute (Ind.) respond ¢ 


erously to WDZ. 


3. OIL PRODUCING 


Illinois’ booming oi! fields offs 
truly golden opportunity for W 
\dvertisers, 


fake advantage of WDZ's pr 
power in this rich triple 
Write for full information on 
imazing sales appeal! 


mare 


Wi 


TUSCOLA 
ILLINOIS 
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Airfemp Aims at 
Capturing Tenth 
of Larger Market 


Detroit, Feb. 24.—The Airtemp 
Division of Chrysler Corporation 
has just launched a comprehensive 
advertising and sales promotion 
program for 1941, with at least a 
tenth of the national market—esti- 
mated at $131,000,000 this year—as 
its sales goal. 

Airtemp also has set an immedi- 
ate objective of 500 new dealers by 
May 1, to complete national dis- 
tribution and expand the market 
for air conditioning equipment. 

The new schedule calls for con- 
sistent advertising in business pa- 
pers which are read by heating and 
cooling dealers and contractors and 
engineers responsible for large cen- | 
tral cooling installations. A series | 
of direct mail campaigns has been 
pre} ared, as well as new consumer | 
literature, a talking slide film, and | 
a thorough training course for | 


dealer salesmen which will be} 
directed by the newly-organized 
Chrysler Airtemp Institute. The 
division is starting a cooperative 


newspaper advertising program at 
once in strong dealer points. Grace 
& Bement, Inc., Detroit, is directing 
the program. 


Explained to District Men 


The merchandising program was 
presented in detail to the division's 
48 district managers at a recent 
meeting in Dayton, O. Highlight of 
the convention was a series of skits 
written and acted by Arthur Suit, 
district head at Washington, D. C., 
and Jack Duer, district manager at 
Cincinnati, under direction of Ward 
Barnett, merchandising manager. 


The field organization was pre- 
sented dramatically with all Air- 
temp selling and merchandising 


tools and shown how to put them 
nto effective use in closing open 
training salesmen and 
developing retail business for direct 


territories, 


In tal to the field group, Earl 
sales manager, and 
Mr. Barnett emphasized that the 
livision has laid out a big job for 
1941—-to complete national distri- 
and aid direct dealers in 
, their share of the increas- 
ng market for air conditioning 

equipment. Airtemp President D. W 
Russell said the Chrysler Corpora- 
tion has spent several million dol- 
lars in the past six years to bring 
the division up to its present rank 
nthe industry. He called attention 
) the trend toward packaged air 
nditioning units and year-’round 

r conditioning in American homes 


Introduces Utilitads 
Eye-Catchers, Inc., New York, 
roducer of an advertising photo- 
graphi service, has _ introduced 

t , a complete monthly copy 

nd photographic service for power, 

gnt, gas and water companies. 


———— 


9 _- 
DISPLAYS & 
STROBRIDGE| 


LUSEIEEIEISSISLEERDE ELISE. 


bea CINCINNATI 
FICES IM PRINCIPAL CITIES 


Uses College Newspapers 


Swedish American Line is using 
Eastern college and _ preparatory 
school newspapers to promote its 
10-day cruise in the Caribbean for 
the college spring vacation trade. A 
special inducement is the presence 
of instructors on board to help stu- 
dents keep up-to-date on their 
studies while on the cruise. Lennen 
& Mitchell, New York, is’ the 
agency, and copy is placed through 
National Advertising Service, New 
York. 


Mogul Gets Shoe Account 


Emil Mogul Company, New York, 
has been named to handle adver- 
tising for National Shoe Stores. 
The chain operates 70 stores selling 
women’s, children’s and men’s shoes 
in the Eastern states. 


‘Time’ to Launch 


Latin American 
Edition May 1 


New York, Feb. 26.—Time will 
launch a_ special international air 
express edition in English May 1, 
which will be delivered to Latin 
America, including Cuba, Mexico, 
Puerto Rico, Virgin Islands and the 
Canal Zone for ten dollars a year. 
Subscribers and newstand buyers 
as far south as Santiago and Buenos 
Aires will be able to get their copies 
on or before the date of publication 
on the magazine’s cover, a saving 
of as much as three weeks over 
present delivery schedules. 

The first printing for this special 


service will total 20,000. Advertis- 
ing rates for this edition will be 
$250 per page. It will be printed 
on special lightweight stock. 

A similar service to Alaska, Ha- 
waii and the Philippines is in pros- 
pect, according to Roy E. Larsen, 
president, who announced that 
“further extension to other coun- 
tries throughout the world will be 
undertaken as soon as circumstances 
make it possible.” 


NAB Post for Couche 


C. E. Couche, promotion and ad- 
vertising manager of Stations KOIN 
and KALE, Portland, Ore., has been 
elected chairman of the sales man- 
agers’ division of the National As- 
sociation of Broadcasters for Dis- 
trict 17. 


Tri-State Elects Beeler 

Richard E. Beeler, assistant ad- 
vertising managér for the Mirror, 
Altoona, Pa., has been elected presi- 
dent of the Interstate Advertising 
Managers’ Association, whose mem- 
bership includes advertising men 
from newspapers in Pennsylvania, 
New Jersey and Delaware. Other 
officers named at the winter session 
were: vice-president, Robert I. Mc- 
Cracken, Norristown Times-Herald; 
and secretary - treasurer, Neil 
Mitchel, Easton Press. 


Lambert to Cory Snow 


Cory Snow, Inc., Boston, has ap- 
pointed Robert S. Lambert as pro- 
duction manager, a post similar to 
that he formerly held with Glaser- 
Gottschaldt, Inc., and the Goulston 
Company, Inc., Boston. 


HE ‘upper crust’ alone cannot make a com- 


plete apple pie...it takes the apples, too! So 


it is with advertising—it takes ALL of the income 


groups to embrace the whole market and quickly 


bring purse-opening response. 


. . . ed ‘ >. o 
In planning a campaign, give your advertising ‘pie 


adequate ‘filling’ as well as ‘crust’. In Los Angeles, 


The Evening Herald and Express, with the 


LARGEST circulation of any daily newspaper in 


the West. has MORE readers in EVERY income 


group in the fertile ABC 


daily.. 


city zone than any other 


.a truth substantiated by 4-A’s Los Angeles 


Newspaper Readership Survey. 


Southern California’s gain of 38.9 per cent in the 


value of building permits, and 20.9 per cent in 


new car sales for the final quarter of 1940... plus 


a backlog of more than ONE BILLION DOLLARS 


for Los Angeles County's aviation industries alone 


...are among the activities which make this nor- 


mally fruitful field abundantly rich in sales oppor- 


tunities for the national advertiser. 


Give your advertising ¢ 


it deserves by covering the West's FIRST 


ampaign the scope which 


with the West’s FIRST daily newspaper! 
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Honor L. A. Executives B & G Adds Three J d B . Ride and Rest- WMC Dedicates New At 

Executives of all Los Angeles Burlingame and Grossman, Chi- n erweal uying P 2 Memphis Studios 
metropolitan newspapers were cago, has been appointed to handle Bus Way S Best New studios described as the ¢ 
honor guests at the annual News- the advertising of Chicago Asso- est and most spacious in the hom De 
paper Day meeting of the Los ciated Coal Yard Owners, which e {1} a e Ww were Opened and dedicated + 
Angeles Advertising Club, which will advertise cooperatively, using urn n m Is Ne Bus Slogan WMC. Sceehie, the on . by 
drew a record crowd of more than direct mail, outdoor and local pub- New York, Feb. 26.—‘Ride and Appeal station, last month. Cal ' 
850 persons. Highlights were talks | lication copy; Howe Ice Machine : Rest—The Bus Way’s Best” has A special broadcast inaugurate, in 
by two war correspondents, Robert Company, air conditioning equip~- y 0 er els been awarded first prize in the con-|a week-long program cele rating 
Ei oa tg ty ly “leaeien oer Re poe ye Py he w-rriypen? | test for advertising slogans for the | the six new studios, the largest of , 
Times ee See ae wen See ro aicaet mail po business pub-| New York, Feb. 27.—If you hap-|bus industry sponsored by Bus which is said to be —— 1 big. 

@ lications pen to stroll into your favorite | Transportation. Joint sponsor was | 8°St. auditorium in radio, with , | 
omnmmens ‘ sain ll eee : el te seating capacity of 1,034. The cay 
haberdashery shop one of these the National Bus Traffic Association ‘letters. WMC, are reproduced all 
Warman Joins Jam Hand days and a whizzing arrow just | W hich requested the business paper | jarge letters above the ornate: glas. 

Brvan Warman, formerly wri WAGE to Make Debut misses your head, don’t think about | to undertake the contest following | doorway to the station’s new hom. 
preatdent of the United States Ad- | Station WAGE, Syracuse, N. Y., it twice. It’s just part of a merchan- | discussion of the need for an ad-|in the Goodwyn Institute bldg cl 
vertising Corporation, Toledo, and scheduled to go on the air late in dising blitzkrieg introduced by | vertising slogan at its annual con-| Three hundred persons prominen f | 
previously advertising manager of March, will be a basic affiliate of |Robert Reis & Co., to dramatize | vention last fall. in the field attended a dedicator Peol 
Libbey - Owens - Ford Glass Com-_ the Mutual Broadcasting System. It}some of the salient features of| Winner of the first prize of $100 luncheon. , ni 
pany, has been added to the sales will operate on a frequency of 620 “Scandal” underwear. |was Dwight Binkley, Denver-Colo- a Saas by 
development staff of Jam Handy kilocycles, with 1,000 watts power, Under the direction of James|rado Springs-Pueblo Motorway, Monsanto Names Three ‘est 
Picture Service, Detroit. full time. Keenan, Reis sales promotion man-|Inc., Denver. Second prize of $25| Advertising Managers citie 

ager, the company is distributing a} went to Allen Glasser, New York, Three divisional advertising map. ov 
unique dart game to retail stores,|for the slogan, “Convenience Plus|agers have been given complet, featt 
in the belief that consumers will|—Go By Bus.” Third prize of $15|responsibility for all copy of th of tl] 
get lots of fun out of sailing the | was awarded for “Ride In Style At| Monsanto Chemical Company, be 
missiles through the air in the gen-|Less Per Mile” by Edward S.|Springfield, Mass. Joseph P. Quine, J othe 
oe eral direction of a target. Schultz, Buffalo. With the close of |St- Louis, will direct advertising Bu 
‘ : / . ; seed Pea for products of the phosphate diyj- log: 
And the target tells the story. | the contest, the winning slogans be- | °: : : : : ‘ : og: 
“ni : sion and rubber chemicals depart- 
Mounted on heavy board is a pen|came the property of the National | ment. cam} 
and ink sketch of a Reis “Scandal.” Bus Traffic Association. Robert L. Taylor, St. Louis, wij) f | 
O a = You can score up to 50 points, de- Members of the judges committee | supervise copy and promotion for bene 
pending on your skill. The 50-point | were Elliott McEldowney, advertis-|the organic chemicals and Merrj. & "lic 
spot is the crotch, representing|ing director, Petroleum Advisers,|™mac divisions. James R. Turnbull, — over 
“exclusive, patented, non-sag pouch, | Inc.; L. W. Seeligsberg, vice-presi- Springfield, Mass., will manage the # the 
conforming to crotch contour.” If|dent, O. S. Tyson & Co.:; Frederick plastics _ division work. Gardner F the « 
ke Bed é; ot muban” emnmnune cafe, na, |pauverusne Company, St. Louis jog 
you can’t hit the bullseye, you may|H. Pinkerton, manager sales pro- continues as agency dog 
4 se s as agency. d 
derive some satisfaction out of a|motion, mechanical rubber goods = = 
« 25-point score—the spot on the dia-| division, United States Rubber . T! 
gram that says, “For extra full seat Company. Mary Pickford Changes spac 
e9 nial coverage—no seams to sit on.” | (asnencanaeennenantan | Mary Pickford Cosmetics, Inc crat 
Marksmen of lesser ability will} New York, has placed its accoun — Peor 
A 4, have to be satisfied with a 15-point Bureau Folder Stresses | with Stockton, West, Burkhart, In ning 
tally, “for concealed, no-gap fly.” Efficient Advertising | Cincinnati. colo! 
+. Particularly inept dart shooters The research and promotion de- intro 
can tally as low as 5 points, “fabric oo tmgaar of the —— of —_- a by 4 
_ _ . : oe ra rns ising, American ewspaper ub- H s adve 
experts ag bv Pyne aby _|lishers Association, has issued a No Sir, No Sentiment | strip 
conforms to 20 y and retains shape | folder on “more efficient advertis- shad 
and elasticity”; 3 points, “better|ing in 1941.” Not because the babies are cute gee 
quality lastex waistband in correct The folder emphasizes the im- and cuddly, or because the of tl 
MADE AN IMPRESSIVE waist size, supports non-sag pouch”; | portance of market selectivity, as mothers are sweet or the nurses Dash 
and 2 points, “longer garment re-| offered by newspapers, and quotes are nice, do manufacturers use citie: 
tains perfect fit after washing.” a dozen national advertising execu- the Cradle Car Gilt Basket. No | 
RECORD IN 1940 For readers who aren't mathe- tives to show how each takes ad- sizeo . . . it's sales they went. end E 
aticaliy inélined we misht selnt vantage of the flexible market cov- sales they get . that’s what I 
ata as we ent } erage of newspaper advertising. keeps them renewing contracts : 
out that the total of the six target ae year by year. varie 
arks is 100 ints—perfection in mh 
i can oe 7 Fonger to Sarra Staff Tf, (4 (, (? S q — 
"See quent seauiaeiiy of dart | The ag patio a Serva, Inc.,: re Cradle Lah derwice, Sn. on Pp 
| aeane ie enrefire currese far) 8S aaaec aicoim onger to its BS aie 
throwing spells surefire success for} oy) °c. dist 
c I R Cc U L A T I O N REACHED its stunt, Reis believes. Salesmen sales staff. 457 N. Kingshighway St. Louis, Mo. nade 
calling on the trade are using the | tion 
HIGHEST PEAK IN 104 YEAR device to emphasize the product's cove 
HISTORY. sales points. In addition to store 17 years—at the T! 
use the games are finding a place is a 
in club locker rooms and men’s crossroads of forti 
o/ recreation rooms. ; the « 
110% COVERAGE OF A.B.C. aa the Empire fie 
CITY ZONE. Stot amor 
Issue Invitations for ate, jf tins 
82,175 FAMILIES. ond 


90,877 CITY CIRCULATION. 


76% COVERAGE OF A. B. C. 
TOTAL CITY AND TRADING 


AREA. 


187,681 FAMILIES. 
143,102 CIRCULATION. 


EXCEPTING CLEVELAND, THE BLADE 
HAS THE LARGEST CIRCULATION OF 
ANY NEWSPAPER IN OHIO 


Total Net Paid A. B.C. Circulation 


(6 months ending Sept. 30, 


155,476 


TOLEDO BLADE 


One of America’s Great Newspapers 


1940) 


fant harck, 


Publisher 


F. Wayland Ayer Cup 


Invitations have been sent to all 
English-language daily newspapers 
to participate in the llth annual 
Ayer Exhibition of Newspaper Ty- 
pography. The period of competi- 
tion this year is the week of 
March 3. 

Sponsored by N. W. Ayer & Son, 
Philadelphia, the contest is designed 
to encourage improvements in news- 
paper typography, press-work and 
make-up. Last year’s winner of 
the F. Wayland Ayer cup was the 
New York Times. 


“American Home” Alters 
Production Schedule 


Starting with the July issue 
American Home will extend its 
closing date ten days The maga- 


zine will appear the 25th of the 
month preceding date of issue. 
Advertising forms will close on 


the first of the second month pre- 


ceding date of issue for covers, 
four-color and two-color’ inserts, 
and on the tenth of the second 


month for black and white and run 
of paper color 


Ask Cooperative Dairy 
Marketing in Wisconsin 


The Farmers Equity Union has 
asked the Wisconsin assembly to 
adopt a measure setting up a cen- 
tralized cooperative system for the 
marketing of dairy products 

If approved, the state agriculture 


department would set up coopera- 
tive marketing associations in dis- 
tricts throughout the state. The 


state university’s agriculture college 
would be directed to aid in com- 
piling educational material on such 
marketing and $75,000 would be 
eppropriated annually for the en- 
tire task. 


4 Letters from Advertisers 
Ad and Agencies—testifying 
to complete satisfaction 
and plus-service, cram the 
WSYR Files: Some tel! us 
i WSYR is "best in the East.” 
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Armour Launches 
Dash Dog Food 
in Iwo Cities 


"Fortified with Liver’ 
Keys Packer's Test 
Campaign 


Chicago, Feb. 27.—The appetites 
f the Rovers of St. Louis and 
Peoria are being tantalized by Dash, 


by Armour & Co., 
‘est campaign. Two smaller Eastern 
cities also are being used in the test 
irive with premiums as an added 
feature. Within 30 days the results 
if the introductory campaigns will 
be available to guide steps into 
other markets. 

Built around the merchandising 
slogan, “Fortified with Liver,” the 
campaign stresses the importance 
ff liver in a dog’s diet and the 
penefits derived from liver. Scien- 
tific feeding tests were conducted 
over a period of seven years in 
the Armour kennels to determine 
the correct proportion of liver in a 
dog food for stimulating growth 
and maintaining health. 

The program is being aided by 
space in the St. Louis Globe-Demo- 
crat and Post-Dispatch and _ the 
Peoria Journal-Transcript, begin- 
ning with 1,000-line copy in two 
colors announcing a one-cent sale to 
introduce Dash. This is followed 
by 480-line space each week, each 
advertisement using the cartoon 
strip technique to tell the story of 
crises in the lives of pet dogs, each 
of them being solved by the use of 
Dash. The campaigns in these two 
cities will run for at least a year. 


House-to-House Distribution 


In Peoria the campaign is being 
varied by the distribution to each 
\ home of a coupon which entitles the 
bearer to one 16-ounce tin of Dash 
on presentation to a dealer. Dealer 


distribution has been organized by 


ndependent detail selling organiza- 
tions in order to obtain immediate 
coverage, using a six-point plan. 


These six points stress that Dash 
is anew Armour product, that it is 
fortified with liver and vitamins, 
the one-cent sale introductory plan, 

jthe one-cent sale cash allowance 
} amounting to the cost of one dozen 
tins per case, the newspaper adver- 
}tising, such display material as 
price cards and banners, etc. The 
jdetail men also distributed sheets 
Fto dealers which outlined the plan 
briefly. 

An attractive label in red and 
blue has been prepared for the 
product with the word Dash in large 

lock letters emphasized by the 
rawing of a speeding greyhound. 
The label gives feeding suggestions 
lor adult dogs, puppies and cats. 

Among the points being empha- 

zed in promoting Dash is the pro- 

fin, vitamin, phosphorus, iron and 


ss 


LIFES 


total weekly audience 
now more than 
20,000,000° 

—more readers than 

any other magazine. 


| “Scie tifically established by Re- 
port No. 4, LIFE’s Continuing 


Study f Magazine Audiences. 


= 


|}moting Dash in straight 
| provided for counter distribution or 


copper content of the food. Testi- 
monials of veterinarians and kennel 
owners are being used. 


Cartoon Strips Used 


All newspaper copy contains a 
drawing of at least one dog speak- 
ing his piece about the value of 
Dash to his health and contentment. 
Headlines broach the subject of 


Dash with such observations as: 
“Hector, the house wrecker, was 
driving his mistress wild until .. .”: 


“Fido the Forager—‘You'd think he 
was never fed at home!’”: “That 


| Jones dog always picked on poor 


Rex until...” 
tell their 


The cartoon strips 
story in four or five 


, new dog food being introduced | frames. 


in a formidable | 


Special dealer materials are pro- 
vided to play up the one-cent sale. 
After the sale period new banners 
are provided to announce three tins 
of Dash as “Our Weekly Special.” 
The use of Dash cartoons as display 
containers is being cultivated. 

Small red and blue sheets pro- 
copy are 


lods of 


for including with monthly state- 
ments and as mailed advertising. 
The company also is offering a 12- 
page book on “Feeding Your Dog” 
in return for one Dash label. Mats 
are being distributed for dealers to 
use in newspaper or handbill ad- 
vertising. 
Lord & Thomas is the agency. 


War or Not, British 
Export Journal Offered 


A new journal devoted to meth- 
increasing British exports, 
Export Marketing & Advertising, 
has been brought out by Business 
Publications, Ltd... Whitefriars 
House, London, as the successor to 
Advertising Monthly. 

The new monthly, starting with 
the December, 1940, issue, is de- 
scribed as a complete, authoritative 
guide to export markets and mar- 
keting and its publishers say it is 
the first journal of its kind issued 
in Britain. “No journal has ever 
before made its appearance at such 
an opportune time,” they pointed 
out. “At no time in our history has 
our export trade been so vital.” 


Half of Families 
Read Non-Daily 
Papers, APA Says 


New York, Feb. 26.—A total of 
49.6 per cent of the families of the 
United States subscribe to a weekly, 
tri-weekly or semi-weekly news- 
paper, according to the 1941 Rate 
Directory of Country and Suburban 
Town Newspapers, released this 
week by the American Press Asso- 
ciation. The directory lists 9,950 
newspapers with a total circulation 
of 15,851,836. 

Liquor advertising is accepted by 
44 per cent or 4,367 of the news- 
papers listed, beer advertising by 60 
per cent, or 5,996 newspapers, while 
the remainder do not accept alco- 
holic beverage advertising of any 
kind. 

In addition to advertising in- 
formation on all non-daily news- 
papers, with the exception of shop- 
ping newspapers, the Directory for 
the first time lists the names of the 


1940 
all towns. 


publishers and 
figures for 


population 


Park & Tilford Enters 
Domestic Liqueur Field 


Park & Tilford Distillers, Inc., 
New York, for many years an im- 
porter of famous French liqueurs, 
has entered the domestic cordial 
and liqueur field. First products to 
be marketed in the new line are a 
green and a white creme de menthe. 

Distribution of these products, 
and others to be added soon, will 
be sought in coming months. Trade 
advertising will be used to further 
this effort. First consumer advertis- 
ing will probably break next fall, 
through Charles M. Storm Com- 
pany, New York. 
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Enough Face Powder to 
Dull Every Shiny Nose 
From Djibuti to Hoboken 


IF THE 
Money Belt beam like last 


from happiness — not lack of cosmetics. 


The face powder sold in 


year was sufficient to put a “no glare” fin- 


ish on every shine... . 


spread it. And powder is just a minor part 
of the $17,000,000 worth of cosmetics 
sold under the shadow of the towers of 


The Cowles Stations 


All of which lends added credence to 


€foae aavos 


faces of the folks in America’s our 


no matter how you 


WILL YOU SELL IT 7 


folks 


and spend it- 


shout that 


year's serge, its money 


the region last 


warcar.o 


Af heed oh THE SEGISTER AND TRIGUNE Bev Moines lowe 


Represented Nationally by THE KATZ AGENCY 


‘Tse pen 


products. There's no better way to let them 
know about your products than through 
the four-way voice of The Cowles Stations 
There's no other way to reach the six mil- 
lion persons at one fell swoop 

To learn how to spread the story of 
your product over the Money Belt region 
at one low cost write us today. We'll tell 
you all about the job we can do for you. 


hereabouts have 


for advertised 


WHICH OF THESE 
DO YOU SELL? 


Esimated Annual Retail 


Dentifrices ......... $4,601,293 
Face Powders ........ 1,446,120 
Talcum Powders 788,793 
Se BED desk és-3ea 657,327 
Face Lotions ........ 1,051,724 
Hair Dressings ....... 788,793 
Deodorants ..... 460,129 
Manicure Preparations. 657,327 
Shaving Creams 
eee 1,248,922 
Face Creams 2,300,646 
Perfumes ........... 1,117,457 


(Total drug commodity sales - 


Sales in “America’s 
Money Belt’’ 


$49,216,000 ) 
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Van Camp’s Opens 
80th Anniversary 
Drive for Beans 


Indianapolis, Feb. 26.—Van 
Camps, Inc., producer of canned 
pork and beans, which has been 


called the oldest national advertiser 
in that field, is making its eightieth 
anniversary the keynote of its ex- 
panded 1941 advertising, due to 
break March 10 in Life with the 
first of a series of full-color pages. 
Full-color advertisements also will 
be used in The Saturday Evening 
Post as well as space in more than 
3,000 daily and weekly newspapers. 

A patriotic angle also 
given the campaign by offering a 
patriotic pin to the public through 
grocery store purchases of Van 
Camp’s products. A special anni- 


versary seal which carries out the | 


patriotic theme has been prepared 
by the Van Camp agency, Calkins 
and Holden, New York, 
featured in all advertising and store 


is being | 


and will be | 


display material. 

Store display material consists of 
counter cards with one of the pins 
in it, store hangers, and mats for | 
newspapers and handbills. Four- | 
color broadsides, together with full 
pages in Chain Store Age, Progres- | 
sive Grocer and Super Market Mer- 
chandising, are being used to tell 
the trade of the promotion program. | 

Ray N. Peterson is advertising 
manager of Van Camp’s and War- 
ren Tingdale is sales manager. 


Publish “Aviation News” 
Aviation News, a new picture 
magazine covering the field of mili- 
tary aviation progress and student 
pilot training, will appear March 
20. Offices are at 545 Fifth avenue, 
New York. Casman and Cook, New 


York, will be advertising repre- 
sentative. 

Takes Larger Offices 

| Graham Research Service has 
/moved from 19 E. 47th street to 
|larger offices at 424 Madison ave- 
nue, New York. 


et your 
— with 


"Sales: 


Head for the World’s Richest Market 
on the Salt Water Course! 


Popular and productive be 
fore, WEAF, today, gives 
greater service, more inten- 
Sive service to advertisers. 
Thanks to its new “salt water 
way” into New York, the mil- 
lions of families in WEAF’s 
effective area now hear their 
favorite stars 214 to 10 times 
more clearly than ever. 
WEAF carries 7 out of 10 


most popular programs on 


the air. What's more, WEAF, 
as the New York outlet of the 
NBC Red Network, carries 
the fullest schedule of popu- 
lar features in the entire mar- 
ket—the programs most 
-Your 
channel to more sales in the 


people listen to most.. 


world’s richest market is 
clearly marked by the stars — 
for top results follow them on 
WEAFovertheSaltWaterWay. 


~ CAMPBELL AND EWALD GET TOGETHER 


|group chairmen to assist him ji: 


|division aims to collect $15,000 


a 


Rubicam Names Chairmen 
For Boy Scout Drive 


Raymond Rubicam, chairman o; 
the board of Young & Rubicam 
New York, has appointed sever, 
his 
work as chairman of the advertis. 


ing and allied trades division of the 
business men’s committee in the 
expansion campaign for the Boy 


Scouts of Greater New York. The 
n 
|canvass of men and women in ¥ 
branches of advertising. 

Group chairmen are Edwarg 
Ahrens, Ahrens Publishing Com. 
pany, business papers; George Bo]. 
ling, John Blair & Co., radio repre. 


This foursome, snapped at the 30th anniversary dinner of Campbell-Ewald Com- 
pany at the Detroit Club, includes (second from left) Frank J. Campbell, co- 


founder of the agency, who retired in 19 


17. Others are, left to right, W. W. 


Lewis, general manager; Henry T. Ewald, president; and R. H. Crooker, executive 


vice-president. 
means of brassards, a star meaning fi 


Each man's length of service with the agency was denoted by 


ve years and a bar meaning one. 


Honeywell Starts 
New Campaign for | 
Automatic Heating 


March 1.—The Min- 


Minneapolis, 


pany launched its 1941 advertising 
campaign today, determined to sell 
|more automatic heating—and con- 


sequently more of its own line of 
accessories—to the American pub- 
lic. 

National magazines will be the | 
spearhead of the campaign, with 
copy scheduled to run in American 
Home, Better Homes and Gardens, 
House and Garden, House Beautiful, 
Life, and The Saturday Evening 
Post. 


Adequate Dealer Aid 


Outdoor posters also will be used | 
to proclaim the gospel of automatic 
heating, with nationwide posting in 
361 selected markets from California 
to New York. More than 30 busi- 
ness and professional publications 
are included on the schedule. Addi- | 
son Lewis & Associates is handling 
the account. 

Dealer aids, 
newspaper 
mats, spot 


including direct mail, 
advertisements and 
radio campaigns and 


| window and counter display mate- 


rial, will also be released in March 
for use throughout the year. 
Minneapolis-Honeywell will stress 
a three-fold argument: the tremen- 
dous improvement in all types of 
automatic heating during recent 
years; the low cost of installing 
automatic heating; and the easy 
terms available under FHA and 


other 


widespread. 
| pany believes it is on the right track 


ufacturers. 
neapolis-Honeywell Regulator Com- Png presage new 
jing many other phases of the heat- 


| better 


|C. Moreland, 
‘fourth on March 17, 


jand the 


sources for financing such 
yurchases. 

In 60 dealer 
ndustry reception is 


The regulator 


showings thus far, 
com- 
alone 


n mapping the campaign 


| See the help of an advertising 


‘jackpot” representing the oil 
burner, gas burner and stoker man- 
But the drive, it is said, 
, schedules affect- 


ing industry. 


Cincinnati Advertisers 


Club Starts Lectures 
The Advertisers Club of Cincin- 


nati is presenting a series of seven 


advertising lectures designed for 
at the Gibson Hotel, Cincinnati. 
The first lecture, Feb 


ing Job,” with Ralph E. Hess, 


Company, lecturer; the second on | But, what if one of THEM 
March 3 deals with “How to Get gets TOUGH? What if he 
Facts Necessary for Advertising,” decides to make people think 
under the direction of the research | something special about his 


department of the Ralph H. 
Company; the 
“How to Write Copy,” 


C. Moreland Company, lecturer; 


/Out and Illustrate an Advertise- . SMALL newspaper ads. 
jment,” with Robert Rupp and | equipped always with GOOD 
Lumen Winter, of Rupp and Asso- copy that’s got a load on its 
|ciates, commercial artists, as lec-| 1] shoulders . . . and is invari- 
turers; the fifth on March 24, “How | ably published frequently? 


to Handle 


|ing,” with Harry Blaney, president 

Central Engraving Company, and OREN ARBOGUST 
Carl Ford, president, J. W. Ford ] re 
|Company, lecturers; the sixth on Thirty N. Michigan Ave. 


March 31, 


the Cincinnati Post, 
seventh, 
the 


ager, 


with all advertising 


| taking part. 


said to be}! 


advertising accomplishment, 


. 24, covered 
“How to Do an Effective Advertis- 
ac- 
count executive, the Ralph H. Jones 


Jones 
third on March 10, 
with Chester 
president, the Chester 
the 
“How to Lay 


Mechanics of Advertis- 


“How to Choose Media,” | 
with Henry Manz, advertising man- | 
lecturer, 
review and quiz, 
lecturers | 


sentatives; John R. Buckley, Cosmo- 
| politan, magazines and farm pa; 
|Fred C. Kendall, Advertis me 
& Selling, graphic arts; Frank W 
Miller, Kelly, Smith Company, 
newspaper representatives; Edward 
| Wood, Mutual Broadcasting System, 
network radio stations. Mr. Rubi- 
cam directs the canvass of agency 
|executives. 


Issues New Ink Book 

Advertisers, publishers, printers 
and packagers are offered a new ink 
specimen book by Internationa] 
| Printing Ink Division of Interchem- 
ical Corporation, New York, con- 
|taining samples of 35 Everyday 


colors, 11 blacks and three whites 
Copies of the Everyday Specimen 
book are available from IPI, 75 


New York. 


— 


if your competition 


ccs LOUGH? | 


Varick street, 


| 


You advertise lowest prices; 
so do your competitors. You 
talk of top quality; so do 
your competitors. You tell of 
| new tastes, new styles; so do 
your competitors. You tell of , 
fast delivery, perfected serv- 
ice; so do your competitors. 


business? What if he decides 
to make your customers like 
and believe in his product? 
What if he makes them PRE. | 
FER the things he sells? Did 


you ever hear of our plan of | 


CHICAGO 


“The New Salt Water Woy the World's Richest Mee 
NEW YORK 50,000 WATTS — 660 

KEY STATION 

_ OF THE NBC RED NETWORK 


Represented nationally by Spot Sales Offices of the 


NATIONAL BROADCASTING COMPANY 
A Service of Radio Corporation of America 


To Give You An Idea 


of the scale of prices and quantities, 
10 Display Prints enlarged to 24°x36 


| from one original, $1.70 each—25 at 


$1.40 each other quantities and sizes 
in proportion, Color is not restricted 
to black, but AT NO ADDED COST 


can be blue, brown or red on white. 
Write or phone ATLAS, WHITEHALL 
7575, and let us show wou how the 
new Atlas Display Print will help solve 
vour display problem—economically. 


Soa 872: 


Unmounted « 90¢ 


Here’s How Some Folks Use Atlas Display Prints 


ENLARGED N 
WINDOW DISPLAYS . 
STORE DISPLAYS. . 
SALES PRESENTATIONS 


Other Atlas Specialties Include Murals, 
Bromide Enlargements, Jumbostats, Atlastats, 
Copy Photographs and Studio Photography. 


—— PHOTO COPY COMPANY 


wircwiean “2 


se wie SOiin.. 20.6.6 hors” 


0 


SIZE 24 x 36 
IN QUANTITIES 
OF 10 


EWSPAPER ADS 

. DEALER PRESENTATION 
SHOP BULLETIN NOTICES 
SALES CHARTS 


. . , . 


225 mW. MICHIGAm AWERUE 
919 w. Micmigam AWERUE 
221 mw. LASALLE STREET 
104 $s. michigam awenl! 
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Sherwin-Williams 
Tells Color Guide 
Story in Dailies 


Cleveland, Feb. 25.—With a cam- 
paign again keyed to its “Paint and 
Color Style Guide,” Sherwin-Wil- 
liams Company will inaugurate its 
most extensive spring effort in 
newspapers in 163 cities, beginning 
March 9. The campaign, which will 
continue over a 13-week period, 
represents the largest use of news- 
papers by the paint company. 

A spectacular color printing 
achievement, the guide was intro- 
duced last spring in an attempt to 


stimulate style consciousness in 
home decoration. The 1940 drive 
was in magazines. Featured in the 


new campaign will be a lending 
service by means of which the con- 
sumer can borrow the guide and 
examine it in the privacy of his 
home without charge or obligation. 
The lending service has been 
operation for the past six months 
and has been promoted on the com- 
pany’s radio program, “Metropolitan 
Opera Auditions of the Air.” 


Plays Up Book 


Headlined “Choose Color Schemes 
from Hundreds of Giant, Full-Color 
Photographs,” copy will refer to the 
guide as “America’s Greatest Col- 
lection of Home Color Photo- 
graphs.” Copy continues, “Think of 
it! In the comfort and privacy of 
your own home you can now plan 


your painting and “decorating with | 


the wonderful help of the largest 
and most beautiful portfolio of full- 
color home photographs ever pub- 
lished!” 

Copy will be placed on a coopera- 
tive basis and will list dealers’ 
names. T. J. Maloney, New York, 
is in charge of the newspaper cam- 
paign. Warwick & Legler, New 


York, directs the Sherwin-Williams | 


radio advertising. The current pro- 
gram will go off the air in March. 


Promotes Drake’s Cake 
In 86 Newspapers 


With an advertising budget in- 


creased $18,000 over 1940, Drake) 


Bakeries, Ine., Brooklyn, has 
launched a campaign for Drake’s 
cakes in 86 newspapers in New 
York City and in nine Northeastern 
states, supplemented by spot radio 
in New York, Boston, 
Worcester and Providence. 

Copy and radio programs feature 
“Ducky Drake,’ a humorous duck, 
symbol of the company. Newspaper 
insertions, of 42 lines each, will run 
two or three times a week until 
the middle of June. Young & Rubi- 
cam, New York, is the agency. 


Dr. Boss Named Manager 

The Columbia chemical division 
of Pittsburgh Plate Glass Company 
has appointed Dr. A. E. Boss, for- 
mer manager of the technical serv- 
ice department, as manager of pig- 
ment sales, with headquarters in 
New York. 


“anging from calendars to candle- 
ticks, this amazing new 912 page 
lerchandiser is the complete answer 
your Good Will Gift considerations 
* 1941. Simply indicate your prob- 
"8, addressed to department AA on 


r business letterhead, and this big 


*€ book will be on your desk within 
few , 


in) 


Hartford, | 


Buy Lane Agency 
William Spitz, account executive 
with the William T. Lane Advertis- 
ing Agency, Syracuse, N. Y., and 
Miles S. Whitney have bought the 
controlling interest in the agency 
from William T. Lane, founder and 
sole owner. Mr. Lane, who will 
remain in the agency as a director 
and minority stockholder, has be- 
}come a principal in the Sentinel 
Broadcasting Corporation, owner of 
| WAGE, and will devote his time to 
|its management. Mr. Whitney be- 
comes president, Mr. Spitz vice- 
| president, under the new ownership. 
{Robert Loew, with the John B. 
Flack advertising agency many 
years, has been made copy chief. 


‘Heads 4 A’s Committee 
| Guy C. Smith, Brooke, 
|French & Dorrance, Detroit, vice- 
| president of the American Associa- 
|tion of Advertising Agencies, has 
been named chairman of the pro- 
gram committee for the members’ 
session of the 1941 annual conven- 
tion of the Four A’s, to be held 
May 1-3 at Hot Springs, Va. 


Smith, | 


Enriched Flow . 
Now Being Sold 
on West Coast 


Los Angeles, Feb. 26.—Deter- 
mined to “take the rap” and profit 
by it, the California Milling Cor- 
poration, Los Angeles, completed 
| distribution Feb. 22 of its new vita- 
|min and iron-enriched flour, Ace- 


Hi, to grocers in the southern Cali- | 


fornia and Arizona markets. 
Deliveries began Tuesday, Feb. 
|} 11, after the West Coast miller de- 
|cided to exchange the new enriched 
flour on a flat basis for the old 
|product stocked by grocers on 
|shelves and in warehouses. Despite 
| the fact that the transfer was diffi- 
cult and costly, President Frank 
Viault of the company declared: 


“We decided to take the rap and| 


| 


; ; research manager of the premium depart- | 
The deliveries, the com- | ment. 


immediately supply Enriched Ace- 
Hi Flour in conformity with the re- 
quest of the national 
' council.” 


|handled by Theodore B. Creamer, 


| 
| 


pany believes, are 10 days to two Vermouth Still Imported 


weeks ahead of distribution ‘pian- Canada Dry Ginger Ale, Inc., New 
ned for any other national or local York, will use business papers di- 
brand of enriched flour. rected to liquor dealers and hotel 
Newspaper, business paper and|and restaurant managers to an- 
retail display card advertising is|nounce that there has been no hold- 
being used to push the enriched|up in the supply of Cinzano ver- 
flour, with copy pointing out that|™outh despite unsettled world con- 
it contains, per pound, more than|@itions. The imported vermouth 
1.66 milligrams of Vitamin B:, 6.15 | Somes from Argentina, copy will 
— tT ade ; » “| point out. J. M. Mathes, New York, 
milligrams of nicotinic acid and 6.15 | j< the agency. 
milligrams of iron. The advertising | Seniemubiiiiatiadliaen 
is being spread over the company’s Gustafson to Wright 
entire terr itory. Grocers, it is said, | Philip Gustafson, formerly with 
have already noted widespread in-| Raymond Rich Associates, New 
terest in the new product while| York publicity organization, has 
most milling companies have been | been named public relations man- 
awaiting depletion of grocery stocks | ager for Wright Aeronautical Cor- 
before supplying enriched flour. | poration, Paterson, N. J. 
The California Milling Account is 


POPOOPOOOOOOOOOeeeeee ween 


CHROMURA PRINT 
from KODACHROME 


The ultimate in copy for process plate work—gives new 
reproduction perfection — price $38.00 up — Investigate! 


PHOTOCHROM - 1141 Belmont - Chicago 
YYW" 


Advertising, Los Angeles. 


Appoints Peter Schruth 


Campbell-Mithun, Inec., Minneap- 
olis, has appointed Peter Schruth 


ee | 
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A Hundred Dollar Bill 
£ OR Y 


a 


A Hundred Thousand 


i; ae 


POIs BOM 


complete . . 


Dollars 


Whatever your radio advertising budget, 
NBC Radio-Recording Division can offer 
—or will help you build—the show you’ve 
wanted to put your product on the air. Yes 

and at a cost you won't believe possible 
until we confirm it! 

Specifically, we'll write, cast, produce 
your idea from script to finished pressings 
.or in part. That applies 
to a special series of one-minute “‘spots”’ 


Radio-Recordin 


RCA Building, Radio City, New York * Merchandise Mart, Chicago © Trans-Lux Bldg, Washington, D.C. * Sunset & Vine, Hollywood 


ate 


seer lect, 


7 
~ 
| 


or a quarter-hour five-a-week program. 

If your budget is limited, a sales-tested 
NBC Syndicated Recorded Program 
like““The Lone Ranger,” “Betty and Bob,” 
“Hollywood Headliners” and many others 
are sure-fire audience and sales builders. 

But don’t—please—let anyone tell you 
that a radio program is beyond your 
reach. We’re here to prove differently — 
if you'll write and outline your problem, 

—and remember, your program is 


recorded NBC ORTHACOUSTIC!* 


* Registered Trademark 


i ee 

g Division 

NATIONAL BROADCASTING COMPANY 
A Radio Corporation of America Service 
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Miss America’ 
Flashes Beauty 
for Magic Chef 


Cleveland, O., Feb. 26.—The 
American Stove Company has 
started its 1941 Hit Parade with the 
real in-the-flesh ‘Miss America,” 
Frances Marie Burke, as standard 
bearer for a complete new line of 
Magic Chef gas ranges. 

Spring promotion for the seven 
new models of Magic Chef is built 
around the 1940 winner of the At- 
lantic City beauty pageant. The 
company’s presentation portfolio— 
elaborately fashioned in red, white 
and blue—contains the sales 
advertising program in full. Out- 
lined are the 1941 models, advertis- 
ing schedule for the first half of the 


year, and an array of advertising, | 


display and promotion aids for deal- 
ers and gas utilities. 

The new ranges, it is said, com- 
prise the greatest and most com- 
plete line in Magic Chef history. 
They incorporate many features 


and | 


glass door ovens with light in oven 

are optional. The models range 

from deluxe to popular-priced sales 

leaders, and emphasis is placed on 

CP or Certified Performance models. 
Use Six Magazines 

During February, March, April 
and May full-page and half-page 
advertisements are appearing in 
American Home, Better Homes and 
Gardens, Good Housekeeping, La- 
dies’ Home Journal, The Saturday 
Evening Post and Woman’s Home 
Companion. Recent copy policy has 
been reversed and, instead of being 
directed at broad readership, the 
magazine advertisements are aimed 
at the immediate market of prob- 
able range buyers. Emphasis is on 
the product itself. 

Display and advertising material 
given dealers and utilities shows 
“Miss America” in a flashy drum 
majorette costume. Window, floor 
|}and card displays are offered, along 
with jumbo size blow-ups of adver- 
tisements. A special set includes a 
|mailing folder, window streamer, 
poster, newspaper advertisements, 
|}an easel-type sales visualizer pre- 
sentation and an extra CP catalog. 
Advertising also includes newspaper 
mats and radio announcement copy, 


built into the All-American model | color rotogravure tabloid broadside, 


introduced in 1940. 


BOOKLETS 
FOLDERS ~~ 
BROADSIDES 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


“Clearview” | mailing card and special letterhead, 


|}and panel posters. 
The giant Magic Chef portfolio 
gives such selling helps as “The 


bank for a dime-a-day promotion, 
enameled metal literature rack and 
illuminated advertising clock. To 
build store traffic, the company fea- 
tures a plastic tea strainer with 
prospect registration card and a 
prospect-finder plan, which offers a 
wooden salad bowl set and new 
cook book containing 1,900 recipes 
of leading hotel chefs. 

The new promotion is handled by 


Inc., Buffalo. 


Joins CCA 


Automotive Service has been ac- 
cepted as a member of the 
trolled Circulation Audit. 


Magic Film” slide film, Magic Chef | rn enema 
Animal Food to MacManus 


Goodrich Boasts 


25% More Mileoge _ Getting Personal 


in New Truck Tire 


Cleveland, Feb. 26.—Twenty-five 
per cent more mileage is claimed for 
the new Goodrich Speedliner Sil- 
vertown truck tire in advertising 
copy which started to break last 
week. 

The campaign for the new Good- 
rich product will get completely 
under way March 8 with an adver- 
tisement in The Saturday Evening 
Post, but the initial announcement 
appeared in some publications this 
week. Other magazines to be used 
include Business Week, Newsweek, 
Time and numerous business papers. 
The campaign will continue through 
1941, with a substantially increased 
'appropriation over last year. 

The copy will feature “25% More 
Mileage,” along with emphasis on 
a heavier tread and a new overall 
|construction to support that tread. 
|The trucking field will be offered 
the all-purpose heavy duty tire at 
no extra cost. A premium quality 
tire and a product in the low cost 
‘bracket also will be offered, but 
copy will concentrate on the new 
Speedliner. 
| Griswold - Eshleman 
Cleveland, handles 
Goodrich truck tires. 


| 


Company, 
advertising of 


MacManus, John & Adams, Inc., 
Detroit, has been named to handle 
advertising of Michigan Animal] 


Food Supply Company, producer of 
Speak and Dinnerbell dog and cat 
foods. A newspaper campaign is 
being planned for both products, 


and redesigning of the company’s 
labels and distribution system is in 
progress. Verne Kirby is account 
executive. 


Batten, Barton, Durstine & Osborn, | 


Jones to N. W. ‘Ayer 


| Marcella Jones has joined the 
‘copy department of N. W. Ayer & 
|Son, Philadelphia. She was for- 


al oes) | on the advertising staff of 


the Neiman-Marcus Store, Dallas. 


tH 


IS MEASUR 


iness in any 


advertisers 


suggestions 


sure a good 


to insure n 


results. 


/ THe VALUE 
OF INFORMATION 


RELIABILITY 


ED BY ITS 


Wis FISHING lor bus 


ol our markets, 


and 


agencies 


lind they can rely on us lor 


that help to in- 
“catch.” We 


know the type ol bait each 
particular advertiser should 


use in each Blair market 


Maximum sales 


JOHN BLAIR & COMPANY 


National Representatives of Radio Stations 


CHICAGO 
520 N. Michigan Ave. 
SUPerior 8659 


NEW YORK 
341 Madison Ave. 
Murray Hill 9-6084 


DETROIT ST. LOUIS 
New Center Bldg. 349 Paul Brown Bldg. 
Madison 7889 Chestnut 5688 


LOS ANGELES 
Chamber of Comm. Bldg. 
Prospect 3584 


SAN FRANCISCO 
608 Russ Building 
Douglas 3188 


} 


' 


SS 

Speaking as one of the few top feminine executives in the fabric 
industry, Hope Christie Skillman, sales and promotion director, 
Ameritex Company, crashed the newspapers last week by offering this 
success formula: American women must learn a lot more about pl»sin 
business arithmetic before they can gain equal business recognition 
with men... 

Raymond Rubicam, chairman of the board, Young & Rubicam, }as 
leased an apartment at 410 Park avenue. . . And, speaking of moving 
day, John D. Upton, N. W. Ayer & Son, is taking a furnished suite at 
108 E. 38th street... 

Take it from George Burton Hotchkiss, Jr., promotion mgr. of 
Architectural Forum: a real intellect just doesn’t pay. The son of 
NYU’s famous marketing professor was inducted into the Army and 
received the highest I.Q. ever scored at Camp Upton, Yaphank, L. I. 
The achievement made the adman indispensable to camp officials. ). 
while his comrades move on to greener pastures elsewhere, Hotchk ss 
will hold down a post in the Upton Receiving Department for a : .|| 
year. Yaphank is not listed among the more charming spots of 
America. . . 


CELLUCOTTON VETERANS GET TOGETHER 


Larry Meyer, International Cellucotton Products Company advertising manager 

(left), looks properly serious as he welcomes two fellow workers into the com- 

pany's 20-year club. The two veterans are H. A. Jost, vice-president in charge 

of sales (center), and William M. Medbery, sales manager for the Chicago area 

Mr. Meyer's term of service is about three months longer than those of the 
other two. 


Far from the pressure of schedules and appropriations, Henry W. 
Roden and Mrs. Roden are relaxing in Hawaii. The Harold H. Clapp 
prexy, who is also chairman of the ANA, will be back at his desk 
March 15... ; 

Those long cigars for which Ben Lichtenberg is renowned will soon 
be in greater distribution than ever before. The reason: wedding bells 
will ring out for his daughter Virginia Claire. The lucky lad is Rob- 
ert L. Sampson of Chicago. June 21 is the date. . . 

Colby M. Chester, General Foods chairman, will head the special 
April drive planned by the American Society for Control of Cancer 
Jimmy McGlone, of Esquire’s New York sales staff, may soon start 
making calls via the airlanes. He’s flying over Long Island these week- 
ends piling up enough hours to earn a private pilot’s license. . . 

Edgar W. Garbisch, former All-American football star at Army and 
now vice-president of Ruthrauff & Ryan, has sold his beautiful Long 
Island estate. . . Ted Barlow, Fawcett Publications advertising rep.. 
has just returned from a visit with his family in San Turce, Puerto 
Rico... 

That speech on advertising and national defense, delivered by 
Arthur Kudner before the Advertising Awards dinner, has been in- 
serted in the Congressional Record at the request of Michigan’s Con- 
gressman Woodruff. . . 

Lorin Myers, merchandising director at Station WSB, Atlanta, is 
honeymooning in Florida. . Dick Marvin, Wm. Esty & Co. radio 
director, hopped from the East Coast to the West. The two Camel 
shows originating from Hollywood, “Blondie” and Al Pearce, are his 
current interests. .. 

The sudden death of his father drew Anson Lowitz, JWT copy 
executive, to Florida last week. . . Ralph Cordiner, Schick president. 
will help the Father’s Day Council put some ummph into the elec- 
trical industry’s participation in the promotion. . . 

Ralph St. Hill, head of the London office of McCann-Erickson, 
New York visitor. He says his office hasn’t been bombed—yet. . 

John H. Platt, director of advertising, and J. T. Wilson, genl. mer., 
central division, Kraft Cheese Company, Chicago, left March 1 for a 
holiday in Mexico City and a trip to Acapulco for a blitz on the fishes 
after which they, including their wives, will board a steamship for 
California. . . A fire in the office of Dr. Leon Levy, pres., WCAU, 
Philadelphia, caused by a blow torch igniting a can of turpentine, 
created a stir in the studios the other day. . . 

Walter Dunlap, pres., Klau-Van Pietersom-Dunlap Associates, has 
been named to a panel of arbitrators to settle trade disputes in the 
motion picture industry in the Milwaukee area. . . Kenneth Mason, 
N. Y. Sun promotion mgr., is using a clever card to notify friends that 
he is a master sergeant now in the H.Q. Battery, 212th Coast Artillery, 
Camp Stewart, Georgia... 

Elisabeth Shoemaker, exec. dir., Pioneer Valley Association in west 
ern Massachusetts, who has been writing the association’s adverts- 
ing on purchasing abandoned farms for summer homes, has b 
a 190-acre farm herself with a 10-room house built in 1817, com- 
plete with four fireplaces with hand-carved mantels. . . Harry 
man, Hoffman & York, has been re-elected pres. of the Ex¢ 
Club, Milwaukee. . . 


E. B. Cummins, Cummings Advertising Company, Memphis, re- 
covering from a recent automobile accident. . 

Roger Clipp, mgr., WFIL, Philadelphia, and LeRoy Crane, pub!'¢'Y 
prexy of Philadelphia Transit Company, are being greeted with 
Colonel” since they were given honorary commissions in the ‘|1}™ 
infantry, P.N.G., for their work in aiding recruiting. Over 6 
listed in 10 days. Only five honorary commissions have been gr ited 
since the regiment was founded in 1747... 
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British Business 
Keeps on Despite 
War Difficulties 


Picture of Conditions 
Drawn by Nielsen Eng- 
lish Manager 


By S. R. BERNSTEIN 


Chicago, Feb. 26.— When L. E. 
Scriven, managing director of A. C. 
Nielsen Company, Ltd., of England, 
who returned to the United States 
, month ago, attended a meeting of 
the Chicago Fed- 
erate | Advertis- 
ing Club the 
other day and 
discovered that 
those whose 
names were 
picked as the re- 
cipients of the 10 
gallons of gas 
which a _ club 
member donates 
at each meeting 
had not been 
present for so 
long that 125 
gallons had piled up, with no tak- 
ers, he sighed a deep sigh. Here 
was gasoline going begging, while 
n England, which he left just three 
weeks the regulation petrol 
ration was a quantity theoretically 
sufficient for a motorist to drive his 
car 240 miles a month. 

The rationing of gasoline and 
shortage of office equipment are 
two of the several major problems 
most English businesses are con- 
fronted with at present, Mr. Scri- 


~ 


L. E. Scriven 


ago, 


The Outstanding Polish Radio Program 
in Buffalo and Western New York 
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WHLI For tails write 


Polish rendendien Bureau 
754 Fillmore Ave., Buffalo, N. Y. 


ven told ADVERTISING AGE. Along 
with them he listed such other basic 
problems of operating in the war 
zone as the difficulty of obtaining 
suitable personnel, due to the de- 
mands of the armed forces and the 
essential industries; the matter of 
rising production costs, wages, raw 
materials, supplies and equipment; 
transportation and communication 
difficulties which make it difficult 
to count on prompt delivery of 
goods and which force many com- 
panies to employ personal carriers 
for letters and other communica- 
tions; paper restrictions; and re- 
strictions and rationing of many 
materials needed for war. 

“The mails, telegraph service and 
long distance telephone service are 
sometimes very bad,” Mr. Scriven 
said. “There have been a few cases 
where it took a week or more for 
letters to travel 50 or 60 miles when 
train service has been temporarily 
held up. In any section where raids 
ure in progress, private toll calls 
usually are not accepted, and fre- 


|quently telegrams are refused. Just 
| before I left England I was held up 


by bad flying weather at a coastal 
town about 160 miles from Oxford, 


where our offices were moved 
shortly after the outbreak of the 
war. For two days and nights, I 


tried unsuccessfully to get my office 
and certain people in London on the 
phone or by telegraph. Of course, 
these difficulties are intermittent 
and temporary, but very incon- 
venient to business when they 
cur.” 


OoCc- 


Paper Shortage Serious 


another 
Scriven said. 


The shortage of paper is 
serious problem, Mr. 
“With all businesses restricted to 
about 65 per cent of their normal 
year’s purchases of paper, they have 
developed drastic economies in its 
use. Half-sheet 


letterheads, re-use 
of envelopes, complete or nearly 
complete stoppage of direct mail 


advertising, unwrapped 
from retail stores, 
ufactured 


purchases 
unwrapped man- 
such as soap, re- 
duced amounts of cardboard foi 
some types of packaging, reduced 
size of newspapers and magazines 
are but a few of the results; but it 
is amazing how well businesses get 


goods 


Who reads your 
newspaper advertising i 
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\sked “In what ONE Cincinnati 
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tention to advertising?” o « 56% 
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Preference for ONE paper said 
“Times-Star,” as compared with only 
"1% for the other evening paper, 
16% for the Sunday and 7% for the 
morning paper. 
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Mar's LARGEST daily circulation in 
the ric $300,000,000 Cincinnati Trad- 
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Most offices 
waste a lot in normal 


along with less paper. 
ordinarily 


times.” 

In addition to these details, of 
course, bombs drop. occasionally 
here and there, fires break out, 


buildings sometimes are demolished, 
etc., but business goes on at a pace 
much more nearly approaching nor- 
malcy than one might expect, Mr. 
Scriven says. While great damage 
has been done to property in Lon- 
don and other cities, there are thou- 
sands upon thousands of buildings 
there and elsewhere which have not 


yet been touched, and it is fairly 

normal for offices to be re-estab- 

lished and in operation in new 

quarters within two or three days 

after the previous quarters of the 
business have been destroyed 
Service Found Valuable 

The fact that the Nielsen busi- 


ness can operate at all, and the fur- 
ther fact that Mr. Nielsen antici- 
pates additional business this year, 
are in themselves indications that 
business of all kinds is being car- 


ried on well in the British Isles. 
A. C. Nielsen Company, Ltd., per- 
forms the same function in Eng- 


land as its parent company in 
United States—a careful field check 
of an accurate cross-section of re- 
tail food and drug outlets so as to 
mirror the actual sale to consumers 


the 


and stock positions of hundreds of 
products sold in these stores. 

One might expect British 
ness to find it entirely possible to 
get along without such a _ service 
during a period like the present, but 
Mr. Scriven tells a different story. 
“We started with a good number of 
clients which Mr. Nielsen had pre- 
viously signed up,” he says, “and 
in the two years since that time we 
have lost two and added two. Not 
only that, but we are now con- 
vinced that our business will in- 
crease this year, from private 
sources. In addition, there is some 
likelihood that the government may 
call upon us to help in a number 
of tasks, particularly concerned 
with food rationing.” 

The Nielsen’ English venture 
started in July, 1939, when Mr. 
Scriven and two associates, E. L. 
Lloyd and A. O. Grotenhuis, who 
have since returned to the United 
States, left to set up the English 
food and drug indexes. War broke 
out two months later. 

“Before we could even make a 
start at setting up the food and drug 
indexes for the United Kingdom 
and Northern Ireland we had a real 
job on our hands. Since the value 
of our service depends entirely on 
knowing the size of the whole mar- 
ket for food and drug products, 
then developing a check of a 


busi- 


care- 


and | 


fully selected and adequate sample, 
we found it necessary to discover 
how many retail food and drug out- 
lets there were. In this country we 
would have checked with the Bu- 
reau of the Census. But in England 
the government has never made a 
census Of business, and no one had 
an accurate idea of how many retail 
outlets there were in these or other 
lines. So it was up to us to make 
the first census of retail trade ever 
taken in the United Kingdom. 


What Census Showed 


“It took a large crew of trained 
men working for eight months to 
get the figures we wanted, and the 
results were surprising—not espe- 
cially surprising to us, since we had 
no preconceived ideas on the sub- 
ject, but surprising to a good many 
English business men. We found 
there were over 200,000 grocers in 
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the United Kingdom and about 
18,000 drug stores and chemists’ 
shops. Chemists’ shops, incidentally, 
are run by the equivalent of our 
licensed pharmacists, while drug 
stores are not, and may not fill pre- 
scriptions. Otherwise both classes 
of establishment are comparable to 
vur Own drug stores in type and 
character of merchandise handled, 
with the exception that a soda foun- 
tain or a luncheon service is a 
rarity in an English drug store. 

“Our drug index is planned to 
cover about 700 stores, and our food 
index about 1,200 stores—both fig- 
ures being approximately one-half 
of the number required for the 
service in the United States. Our 
first report covered the June-July, 
1940, period, and we have been 
issuing regular bi-monthly reports 
ever since. 

“We have been especially useful 
to our clients in helping them to 
apportion their available production 
more equitably among retail out- 
lets. While manufacturers in some 
luxury trades and in others which 
use materials directly needed for 
the war effort are seriously ham- 
pered, most of the staple manufac- 
turers get along fairly well. But 
since so much of England’s raw 
materials is imported, most manu- 
facturers are rationed to about two- 
thirds of normal raw material sup- 
plies, whereas wages are up and 
buying heavy, and most consumer 


> 
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|goods manufacturers could easily 
sell considerably more than they 
can produce. 


Private “Rationing” System 


“This situation gives our service 
a peculiar opportunity to be of real 
use. Manufacturers, 


on the basis of the previous year’s 
purchases, but this is not a sound 
practice, since retail buying very 
seldom matches retail selling. One 
outlet may have purchased consid- 
erably more, or considerably less 
of a certain product than it sold 
during any one year, for a wide 
variety of possible reasons. 
“Hence one of our most important 
jobs has been to report out-of-stock 
positions so that our clients could 
more fairly allocate their reduced 
production and prevent absolute 
stock shortages which might offer 
unusual opportunities to some com- 
petitor. The importance of this can 
be seen from the fact that in the 
United States, any particular item 
is not likely to be out of stock in 
more than 5 per cent of the outlets 
at any one time, whereas we have 
run across cases in which an item 
has been out of stock in as many 
as 30 to 40 per cent of the outlets.” 
Shortly after war began, the A. C. 
Nielsen Company moved its office 
from London to Oxford, some 60 
miles away, Mr. Scriven explained, 
and is so well satisfied with its pres- 
ent location that it will probably 
never move back to the big city. 
The same situation holds true for 
many others, he said, 
ing many agencies. 
the provinces are proving. so 
satisfactory during the _ present 
emergency that in many cases they 
will be continued, and thus one of | 
|the indirect results of the war is | 
| likely to be 
tralization of business and industry. 


Bombs, Stores and Reports 


| Nielsen has a staff of 114 in Eng- | 
land, and has plenty of trouble | 


Locations in 


having no| 
sounder basis for making a decision, | 
have been ‘rationing’ their output | 
to wholesalers and direct customers | 


even includ- | 


a much greater decen- | 


More than 100 million dollars is be- 
ing spent this year on defense indus- 
tries contracts, army and airforce hous- 
ing, and the payrolls of Regular Army 
personnel and trainees in San Antonio 
—the busy central marketplace of pros 
perous South and West Texas. 


Practically all the products of this 
richly productive region are in impera- 
tive demand for the vast national de- 
fense program—vil. strategic minerals, 
meat animals, wool, mohair, crops for 
food, feed and clothing for Uncle Sam's 
forces 


In addition, hundreds of families have 
removed to San Antonio to be near their 
sons in training 


San Antonio Express and San Antonio 
Evening News daily are bringing the 
news of the naticn and the world—and 
also the news of business, which is ad- 
vertising—to these many thousand new- 
comers to their city, in addition to go- 
ing into the homes of the region, where 
they are old, trusted friends. 
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The Ford dealer $100 over book theme, 
cently, has spread to Philadelphia and other cities. 
copy ran about 1650 lines. 
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which caused a sensation in Detroit re- 
This Philadelphia newspaper 


The field work requires a_ staff 
about half again as large in propor- 
tion as that needed in this country, 
because there are difficulties of 
transportation and communication, 
as well as certain other difficulties 
peculiar to a country under fire 
\from the air. When Mr. Scriven 
|/returned he brought with him, as | 


|literary curiosities, extracts from a | 


/number of reports from field men 
|The following typical one indicates 
the sort of thing that is almost 
|routine for these men: 

“It may interest you to know that 
| we have had seven air raids in X... 
today. But still I am claiming a 
| record which will take some beat- 
|ing—four full audits and one new 
| sign- up in a day’s work. 

| “I was out for this record—an 
early start was the keynote—the 
‘all clear’ siren from last night’s 
attack at 6:30 was my alarm, and 
I arrived at my first call in time 
‘for the first ‘moaning Minnie’ of 
|the day at 9 a. m.” 

| Incidentally, a good idea of what 
_is happening to England as a result 
|of the war may be gleaned from 
the fact that of the grocery stores 
which Nielsen checks, about 1 per 
cent were bombed or burned during 
the two extremely heavy months 
of October and November. On this 
basis, assuming that the Nielsen 
stores are an accurate war criterion, 
and that the raids get no worse, 
the damage to grocery stores would 
amount to about 6 per cent a year. 


| Co-ops Important 


English food and drug outlets are 
|}only approximately half as big as 
those in this country, on the aver- 
| age, Mr. Scriven says, and consumer 
cooperatives are a much more im- 
portant factor than here, especially 
in the grocery field, where they 
account for from 15 to 30 per cent 
of retail volume on many items. 

The importance of the co-ops, Mr. 


Scriven believes, stems in large 
measure from the fact that price- 
cutting is extremely rare in Eng- 


land. There are very few special 
sales, and almost every item is sold 
everywhere at its established price 
This gives co-ops a remarkable 
opportunity, since their normal 
dividend to customers is often as 
high as 2 shillings in the pound— 
10 per cent. Housewives look on 
this dividend as peculiarly their 
own—something not to be accounted 
for in the family budget—and as a 
consequence they are staunch sup- 
porters of co-ops. 

Cosmetics, — silk 
other “luxury” 
hard hit by the 


cases 


stockings and 
items have been 
war, and in some 
a woman’s favorite brands are 
unobtainable, but food is still avail- 
able in satisfactory quantities, only 
sugar, bacon, margarine and butter 
and meats being subject to ration- 
ling. Even in these cases, it is stil] 
| possible to secure such items in 
| restaurants without having to sup- 


doing its job, as might be expected. | 


| tory 


ply a ration card. The government 
is attempting to encourage use of 
materials which are plentiful and 
discourage use of those which are 
harder to get. A notable example 
|is cocoa, which is plentiful and 
| whic h a  government-encouraged 
| campaign is urging people to drink, 
| hoping thus to cut down the use of 
|tea and other beverages. 


Try Interesting Experiment 


Lack of paper, as well as lack 
|of other facilities, has made new 
|store and window display material 
| practically non-existent. Some 


types of packaging, too, have 
suffered badly, with many items, 
notably soap, now being delivered 


and sold ‘naked.’ Consumer hoard- 
ing seems to have disappeared; on 
the contrary, most buying now is 
on more of a hand-to-mouth basis, 
with order sizes smaller, and occa- 
sional difficulty in getting every- 
thing that is wanted. 

The rationing system that has 
been set up for sugar, bacon, butter 
and margarine and meat has indi- 
rectly resulted in one of the most 
interesting retail marketing experi- 
ments ever undertaken anywhere, 
Mr. Scriven says. Under this sys- 
tem a housewife must sign up with 
particular retailers for her six 
months’ ration of these foods, and 
once having signed up, all of these 
rationed items must be purchased 
from those same retailers for the 
full six months. Only in rare in- 
stances is she permitted to change 
her registration. 

With this system each retailer 
can more easily be alloted his share 
of the rationed items, but of greater 
interest to marketing men is the 
fact that each retailer knows ex- 
actly how many customers he is 
going to have for these items for 
the next six months. In _ other 
words, he knows that a_ certain 
number of families must make 
periodic purchases from his shop 
for a six-month period on the ra- 
j}tioned items, and _ since 
|have always operated on the as- 
|sumption that building store traffic 
|is one of their major problems, the 
|present system provides a labora- 
set-up which may help to 
measure the influence of this factor 
on the sale of non-rationed goods. 


Advertising Fairly Good 
Advertising has persisted, despite 


heavy restrictions On newspaper 
space. Most of the dailies now pub- 
lish only six to eight pages, but 


advertising revenue is reported to 
be about 60 per cent of the 1939 
figure. With allowance for increased 
rates, Mr. Scriven guesses that this 
might represent about 40 per cent 
of the 1939 volume, on a space basis. 

With very few exceptions adver- 


retailers | 


——— 
— 


tising agencies have been hard hit, 
he says. Many of the smaller 
agencies have closed down and most 
of the larger ones have been oper. 
ating with sharply reduced staff; 
But most patent medicine many. 
facturers are doing well, much foog 
advertising is very nearly norma). 
and several new categories of aq. 
vertisers, such as those supplying 
blackout material and shatter-proof 
preparations for windows, have 
sprung up, so that agencies serving 
these clients are finding busines: 
not quite so bad as they had firs; 
anticipated. The government ‘self 
has become a large advertiser, ang 
all of its space is placed through 
established agency channels. 

What will England be like ; fte; 
the war is over? Mr. Scriven 
doesn’t think it will be startingly 
different from what it was before 
He doesn’t see any violent revolu- 
tion, although a closer approac!; to 
a classless society is likely and tere 
will probably be some improve- 
ments in distribution as a resu! of 
| wartime experience. 


“College and Campus” 
New Business Paper 


College and Campus, a -business 
paper for colleges and universities, 
and campus _ institutions, was 
launched March 1 by Campus Pub- 
lications, Inc., 7-11 E. 44th street, 
New York, of which Ross E. Hof- 
mann, formerly with McGraw-Hill] 
Publishing Company, is president. 
Howard B. Meek, head of the de- 
partment of hotel administration at 
Cornell University, is editor. 

The publication includes Fra- 
iternity House Management, pur- 
chased from Howes _ Publishing 
Company in January, and will be 
mailed to 15,000 college presidents 
| and business managers; administra- 
tors of dormitories, halls, unions, 
etc., and officials of club, fraternity 
|}and sorority houses. 


Behrman ‘New Manager 
at WISH; Appoints Aide 


William W. Behrman, for the past 
nine years vice-president and gen- 
eral manager of Station WBOW, 
Terre Haute, Ind., has resigned to 
assume management of the new 
Indianapolis station, WISH. He 
will go to Indianapolis late in 
March to complete the station per- 
sonnel. WISH is scheduled to g 
on the air May 1. 

Mr. Behrman has appointed R. E 
Bausman of Station WRAL, Raleigh 
N. C., as commercial manager of 
WISH. 


Freeman Stoker Drive 

The Freeman Stoker Division of 
Illinois Iron and Bolt Company, 
Chicago, has planned its first na- 
tional campaign in support of its 
domestic, commercial and industria! 
stokers. The copy will start in May 
and continue through October, wit! 
advertising to appear in American 
Home, Better Homes and Gardens, 
Popular Mechanics, The Saturday 
Evening Post and Time. Cummings, 
Brand & McPherson, Rockford, IIl., 
handles the account. 


Signal to Behel 1 & Waldie 

Behel and Waldie, Chicago, has 
secured the account of the Signa! 
division of Federal Electric Com- 
pany, Inc., manufacturer of sirens. 
horns and signal systems. A cam- 
paign is being planned in papers 'n 
|the industrial, municipal, funera! 
| fire and police fields. 


RAPID COPY SERVICE CO 


© 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
e Ninth-Chester Bidg. . . CLEVE AND 
ee 


TORONTKS 


MONTREA 


WINNIPE 


GIBBONS KNOWS CANADA | 


J. J. GIBBONS LIMITED - 
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. advertisers can help consumers ARMY NUTRITIONIST sent material dramatically yet grams outlined by Miss Barber was 
Ban y uestions “spend their money advantageously” simply, according to Mary I. Barber, that of seeing that families are sup- 
in a national emergency. president, American Dietetic As- plied with the proper diets. She 
s 8 These questions wére formally sociation, and home economics di- pointed out the importance of this 
nl Advertisin at propounded at the conference by rector of the Kellogg Company, from the standpoint of those 
0 representatives of the Women’s 3attle Creek, Mich., who has been selected for army and navy service, 
Trade Union League; New York loaned by her company to the office noting that “food is the first line 
Conference of Clergymen and Lay- of production management to assist of defense.” 

onsumer orum men; Greater New York Federation the quartermaster supply division ———_———— 

of Churches; professors at Columbia in the preparation of army menus. Mackenzie Adds 3 
|e # Adwomen Test University, Hunter College and She was the principal speaker at Mackenzie, Inc., Minneapolis, has 
T h é New York University; New Jersey the third annual consumer's infor- added three new accounts: Esscol- 
New ec nique at All- Federation of Women’s Clubs; mation luncheon jointly sponsored loid Company, Esscolloid supple- 
Westchester County Federation of by the Chicago Women’s Advertis- ment and = detergent; Creamette 
Day Conference Women’s Clubs; and students at ing Club and the Chicago Federated Company, maker of macaroni prod- 


New York, Feb. 25.—Treading the 
uncertain path of experimentation, 
the Advertising Women of New 
York exposed to public gaze for the 
first time last week what may be 
the forerunner of a new technique 
jor the interchange of opinion be- 
tween representatives of business 
and consumer groups. The occa- 
sion for the test was the annual all- 
day consumer conference sponsored 
by the advertising association and 
attended by over 3,000 women from 
the metropolitan area. 

The program itself consisted of a 
series of questions and answers fol- 
lowed by open forum discussion on 
topics of joint interest to adver- 
tisers and consumers. But behind 
the program pattern exhibited at 
the Pennsylvania Hotel lies the real 
story of a new approach to mutual 
rstanding in 
er relations. 


business-consum- 


unae 


Study Consumer Attitudes 
Weeks of 
tic and 


preliminary 
discussions were con- 
ducted by the advertising women 
with representatives of consumer 
identified by their special- 
The latter breakdown 
labor organizations, 
groups, educators, college 
and women’s clubs. In 
case an attempt was made to 
ferret out the most pertinent obser- 
questions having to do 
with advertising. 
The church groups, it was found, 
trained a critical eye on what they 


consulta- 


groups 
ized interests 
neluded 
church 
tudents 
each 


ons or 


termed “bad taste” in advertising, 
and also put forth the query as to 
vhethe not advertisers could 
exercise ufficient self-control to 
ct ce their messages to “truthful 


and informative statements.” 


Varied Viewpoints Studied 


In the case of labor, spokesmen 
asked how the cost of advertising 
affects the worker. College profes- 
sors expressed concern over the 
place of emotion as a basic adver- 
using appeal. Students complained 


that 
the intelligence” of consumers. 
asked whether 
and exaggeration” are of 
alue in advertising, and 


advertisers “insult and exploit 
And 
“glamor 
specific 
how 


clubwomen 


also 


sO SIMPLE ANYONE 


A CANDOIT! 


+; Ce , Set your own 
— type with 
= (=> /FOTOTYPE 


} R on! 


few cents a line you can set dis- 


Active arresting heads, even all your 

with FOTOTY PE. No experience necessary 

*yone can be your compositor. Just slip card- 

ard let n special composing stick and in a 
you "y is ready for offset, planograph, 
ne re luction 


W rite fer T 


FOTOTYPE Book 


Over 90 type styles and faces 
Get the facts send for your 
free book TODAY! 


AL EGTOTYPE COMPANY 


> WASHINGTON BLVD. . . CHICAGO 


Barnard College and New 


University. 


York 


Answers Presented 
Answers to the queries were of- 
fered by Roger William Riis, pub- 
lic relations counselor; C. B. Larra- 


bee, managing editor, Printers’ Ink; 
Arthur Hirose, research director, 
McCall Corporation; Mrs. Jean 
Wade Rindlaub, Batten, Barton, 
Durstine & Osborn; Dr. Daniel 
Starch; Sally Woodward, General 
Mills: and Janet MacRorie, National 


Broadcasting Company. 
Anderson, public 
General Mills, 


Harry F. 
relations director, 
acted as moderator. 

Virtually every problem posed 
drew spontaneous comment from 
members of the audience, thus aug- 
menting the questions and answers 
previously prepared by consumer 
and business representatives. 

One of the most stimulating se- 
quences in the program occurred 
when Judith Johnson, an honor stu- 
dent at Barnard College, protested 
against advertisers’ “exploitation of 
consumer intelligence.” 

“No matter what you think,” she 
told her audience, “the youth of this 
country are conservatives. We are 
even stodgy. What we want to see 
in advertising today are simple, 
straightforward, attractive adver- 
tisements that are briet 


It's Too Childish 


“Advertising self-imposed 
and childish reasoning. It uses emo- 
tional logic, if such there be. Ad- 


vertising definitely plays down to 


uses 


the public Wouldn't a_ foreigner 
coming to this country think Amer- 
icans are plagued by pink tooth- 
brush, gap-osis, halitosis, colds, flat 
feet, sore muscles, B.O., women in 
danger of being always a _ brides- 
maid but never a bride, or finding 
their husbands in the clutches of 


the woman whose skin you love to 
touch or who uses lipstick with sex 
appeal” 

“We, the youth of 
advertisers to meet us on sensible 
ground as to the facts, the values 
and the prices of the products. We 
are sick of punk reasoning and 
emotional logic in advertising.” 

Miss Johnson wound up her in- 
dictment by taking further excep- 
tion to “pseudo-scientific claims” 
and “fear copy.” 

The assignment of replying to 
this statement of youth's case 
handed to Janet MacRorie, director 
of continuity acceptance, National 
Broadcasting Company. She_ de- 
nied that advertisers pursue an il- 
logical path, pointing out that “in 
order to reach anyone you must 
speak in that person’s language to 


America, want 


Was 


make yourself understood.” 
Emotion Essential 
“IT don’t see how you can sell a 
face cream by logic or by reason- 
ing,” she continued. “Here is a little 
jar, and it may or may not do you 
complexion any good, but it does 
something; it does you a lot of good 
psychologically. A row of nice jars 
even for a person like me, who ha 
no business being in this youth 
group, even that inspires me to 
wash my face a little cleaner and 
apply a little cream 
“Psychology has its part in ad- 


vertising and perhaps logic, too, has 
its place, because to come back to 
my first illustration, the advertise 
thinks first of all in terms of how 
will I address these people? What 
is their language? Are they all log- 
ical, or aren't they? Do we always 
think and do we always reason? I 
know I don’t. I behave and mis- 
behave when I have the opportu- 


wouldn't be 
people sometimes mis- 


ming and 


nity: and I surprised if 
young 
behave in 


’ 


logic °9 


these 
spite of the reast 
the 


Mercedes Hurst, vice-president of the 

Advertising Federation of America, looks 

on as Mary Barber, army nutrition chief, 

explains dietary problems to women's 
club luncheon. 


Adwomen Urged 
to Use Talents 
in Defense Work 


Chicago, Feb. 25. 
women have a distinct place 
national defense program by 
ing national defense groups to pre- 


in the 
ussist- 


Advertising | 


| fully,” 


Presi- 
Chicago, 
women's 


Advertising Club yesterday 
dents and chairwomen of 
Cook County and Illinois 
groups were guests. 


Use Specialized Knowledge 


advise 
best and 


well titted to 
folders, the 
expensive methods of dis- 
tributing them; you know how to 
prepare publicity material and 
where to place it. Probably you are 
one of the most articulate groups 
of women in the world! You under- 
stand business methods and practice 
them. Perhaps your function is to 
help others save time and effort in 
getting their projects under way 
and keeping them running success- 
Miss Barber 
Among the 


“You are so 
on layouts of 


least 


said 


national defense pro- 


ucts; and Char-Tex Sales Company, 
Char-Tex mouthwash; all Minne- 
apolis companies. 


Honor Past Presidents 

The Pittsburgh Advertising Club 
will honor its past presidents at its 
March 4 meeting. 


compared to the sweet young things 

of today, you'll agree. Our printing 

methods cre as modern as tomorrow 
May we explain how to get the most from 
thes (81) ctream-lined process? 


5 RUTO-LITH CO. 


201 N. WELLS ST. CHICAGO 
DEA.8S57 - HEM. 2211 


we 


THE IT TOOK 15 YEARS TO WRITE 


— with 


italics by WEEI 


I. J. FOX is one of many evidences of advertisers’ time-tested prefer- 


ence for WEEL. For instance—29 of WEEI’s non-network advertisers 


in 1940 were on WEEI back in 1930, too. They sold everything from 


shoes to transportation... from milk and coal to furs, food and furni- 


ture. They sold them in 1930, they sold them in 1940... over WEEL. 


WHEEL * BOSTON 


Operated by Columbia Broadcasting System. Represented by Radio Sales: 
New York, Chicago, Detroit, St. Louis, Charlotte, Los Angeles, San Francisco 
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Kroger Takes 
Tenderay Beef 
fo Pittsburgh 


Pittsburgh, Feb. 27. 
beef, produced by a 
tenderization 


-*Tenderay” 

short - cut 
process developed at 
the Mellon Institute, Pittsburgh, 
made its debut in Kroger retail 
stores in the Pittsburgh district this 
month in conjunction with the 
opening of a processing plant in 
Pittsburgh by the Kroger Grocery 
and Baking Company. 

Preliminary study of the problem 
of hastening the tenderization of 
beef was started more than seven 
years ago by Albert H. Morrill, 
Kroger president, at the Kroger 
Food Foundation in Cincinnati. In 
1935, the company submitted the 
problem to the Mellon Institute, es- 


tablishing a meat merchandising 
fellowship at the institute. Dr. 
George D. Beal, of the Institute’s | 


executive staff, was given direction 
of the project and Dr. M. D. Coul- 
ter was named industrial fellow in 
charge. 


Hastens Aging Process 


A test plant was in operation a 
full year at Mellon Institute and 
172,027 pounds of beef were pro- 
cessed and public acceptance of the 
product definitely established 
before Kroger decided to construct 


New Haven Area 
Tops Conn. Sales 


The New Haven County area covered 
by The New Haven Register, whose 
famous-for-sales “REGISTER CITY" 
market is America’s favorite 
test territory, has established another 
Conn. record. 


now 


The new U.S. business 
report states that New Haven County 
leads all Connecticut both in number 
of retail stores and retail sales,—a 
22% 1985 with 8,085 
retail outlets doing a total of $200,- 
553,000 annually. 


increase since 


LL III II III II 
il a etl 


a new processing plant in Pitts- 
burgh. The product was first in- 
troduced in Cleveland. 

The process, as explained by Dr. 
Coulter, hastens the natural break- 
down of tough connective tissue in 
‘beef. This is accomplished in an 
atmosphere kept free from mould 
spores and bacteria by the steri- 
lamp, developed by Dr. H. C. Rent- 
schler, director of research of 
Westinghouse Electric & Mfg. Com- 
pany. 

Tissue softening takes place by 
natural processes when beef is aged. 
However, “aging” is a slow and ex- 
pensive method. By this new 
quick method of tenderizing, Kro- 
ger officials claim they can now 
bring within the reach of all a 
quality of beef heretofore available 
ionly to those in a position to pay 
premium prices. 


WJJD Gets All Set 
for Baseball Season 


Following elimination of daily 
| baseball broadcasts by WBBM, Chi- 
}cago, Pat Flanagan, sports an- 
nouncer, has moved over to WJJD, 
where he will broadcast daily for 
Walgreen Company, drug chain, 
through Schwimmer & Scott. He 
will also do a 10-minute pre-game 
broadcast for Erie Clothing Com- 


pany, through Gourfain-Cobb Ad- 
vertising Agency. 
The station has also sold a 15- 


minute after-game “Baseball Score- 
board” program to Schwimmer & 
Scott for an unannounced sponsor. 
In addition, Allan Hale, formerly of 
WISN, Milwaukee, will handle a 
15-minute “‘Dugout Dope” program 
over WJJD for Peter Hand Brewing 
|Company, through Mitchell-Faust 
Advertising Company. 


Greb Talks on Color 

George Greb, staff member of the 
Chicago Tribune color photo studio, 
will discuss the use of color in 
newspapers during a special short 
course in journalistic photography 
at Kent State University, Kent, O., 
March 22. 


Wolff to Lithographers 

The Lithographers’ Journal, New 
York, has appointed Samuel D 
Wolff as national advertising rep- 
resentative. 


° 
A 500% 
power .. 
frequeney . . 


INCREASE in 


890) radio 
TIME 


homes within its 
half-millivolt line . . . 


and adjoining states. 


neighborly 
produced 


personalities that 


such CONSISTENT 


and fast friends ... 
dend” audience for you. 
once for availabilities. 
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"WIBW 


BEN LUDY, ; 
REPRESENTED BY CAPPER PUBLICATIONS, INC ~ “il 


aoe Ti Se 


NEW YORK oETRoIrT CHICAGO 


night-time 
. on our enviable 580 ke. 
. opens a huge, unex- 


ploited market for WIBW  adver- 
lisers. 
WIBW's NEW. ultra-modern trans- 


mitter already has more than 1,238. i 
DAY- 
over 6 a 
9.327.227 buving listeners in Kansas 


WIBW’s FRIENDLY programs and 
have 
RE- 
SULTS in the past are already mak- , 
ing hundreds of thousands of new | 
an “extra divi- 
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Gen. Mer 
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PATAPAR 


PATERSON PARCHMENT 
PAPER COMPANY 


Yeseuele Rc 


These two advertisements appeared in successive issues of National Provisioner, 
proving again that originality is purely relative. 


G-E X-Ray Corp. 
Releases Sound 
Picture to Public 


(Picture on Page 35) 


Chicago, Feb. 27.—A new four- 
reel sound picture entitled “Explor- 
ing with X-Rays,” sponsored by the 


General Electric X-Ray Corpora- 
tion, will be made available next 
month to medical and_ technical 


science classes in schools 
showing by medical men 
before lay audiences of various 
types. Haig & Francisco, Chicago, 
is the producer. 

The picture is believed to be one 
of the first in which a subject of 
such technical nature has been pre- 
pared in such a manner that it not 
only passes muster in medical and 
radiological circles, but also can be 
shown to almost any stratum of the 
population. 

Covering briefly the history of the 
discovery of X-rays, with scenes in 
Roentgen’s laboratory reproduced 
on the screen, the story progresses 
through the period of its announce- 
ment to the public and the early 
use of X-rays by the medical pro- 
fession up to their modern applica- 
tions in medicine and_ industrial 
science, About two and one-half of 
the reels were made in Hollywood, 
the remainder being filmed in Sche- 
nectady, and at industrial plants in 
Cleveland, Chicago and Whittier. 

The script was prepared by Gen- 
eral Electric writers and approved 
by the commission on public rela- 
tions of the American College of 
Radiology. No sales promotion has 
been permitted to creep into the 
dialog. A leaflet describing the film 
is being prepared with instructions 
for ordering the film along with the 
addresses from which the film may 


societies, 


and for 


be had. It will be available in both 
16-mm. and 35-mm. sizes and in the 
sound version only. Only sound- 
motion picture projectors can be 


used with it. 


Westinghouse Uses 
X-Ray Visualizers 
Westinghouse distributors are fur- 
nishing dealers with an X-ray vis- 
ualizer sales presentation in con- 
nection with a new selling and ad- 
vertising program to develop sales 
prospects for the company’s two 
1941 lines of electric water heaters 
The presentation book helps the 
prospect see what is inside the heat- 
ers. Sales literature, display aids 
and a full explanation of the new 
Westinghouse informative label, a 
new consumers’ buying aid, accom- 
pany the book. Price ranges on 
both 1941 lines, the Olympian and 
new Special models, have been re- 
duced. 


Bank Joins ANA 

National City Bank, New York, 
has been elected to membership in 
the Association of National Adver- 
tisers. James J. McNamee, assist- 
int vice-president and director of 
vublic relations, will represent the 
bank. 


Kanaske Joins Agency 

Art Kanaske has resigned as 
sales manager of Lube-X System, 
Inc., to join Behel and Waldie, Ad- 
vertising. Chicago 


169 Active Spot 
Accounts Shown 
by 23 Agencies 


New York, Feb. 


| 


| three agencies reporting spot broad- | 


|casting activity to National Radio 
| Records for January had 169 active 


|spot accounts and 57 inactive ac. | 
counts during that month according | 


to a tabulation released by the radio 

'record organization. The 23 agen- 
cies reporting include many of the 
largest in the country, although a 
number are missing. 

The largest number of accounts— 
58—was shown for the grocery clas- 
sification, with retail stores, 16, 
medical, 15, and tobacco, 14, next in 
order. There were 9 gasoline and 
oil accounts active in the spot field 
during the month; 8 passenger cars 
and dealers; 6 each for alcoholic 
beverages and confections; 5 hous- 
ing equipment, and 7 perfumes and 
cosmetics. 

Only one of the 169 active spot 
accounts reported on used as many 
as 100 stations during the month; 9 
used from 50 to 99 stations; 11 used 
from 25 to 49 stations; 29 used from 


10 to 24 stations; and the remainder, 


a total of 119 accounts, confined 
their spot broadcasting to less than 
10 stations. 


Name Elmira Executives 


Lynn N. Bitner, advertising man- | 


ager of the Rochester Times-Union, 
has been appointed assistant pub- 
lisher of the Elmira Star-Gazette, 
Gannett newspaper, and Thomas V. 
Taft, auditor of the latter paper for 
the past year, has been made its 
business manager. 


27.—Twenty- | 


—— 


Van Camp Readies 
$400,000 Tuna 
Drive for 1941 


San Francisco, Feb. 27.—Continy-. 
ing its premium policy of the last 
two years, Van Camp Sea Foog 
'Company is making an entree ang 
salad plate in a tuna design of 
California pottery a feature of its 
$400,000 advertising campaign for 
1941. The advertising for Chic xen 
of the Sea and White Star Tun,» js 
divided almost equally betwecen 
newspapers and magazines. 

The schedule calls for full piges 
in color and in black and white. 
starting in early spring, in Ameri- 
can Magazine, Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, Life, McCall’s, Sin- 


set, The American Weekly and 
Woman's Home Companion. 
Because the salt and pepper 


shakers, offered last year as pre- 
miums, and the tuna baker of the 
year before, continue in demind, 
outserts featuring three premiums 
will be pasted on every can of tuna 
this year. Brisacher, Davis nd 
Staff, San Francisco agency, which 
has handled Van Camp advertising 
since the company’s inception in 
1925, considers the premiums an 
important supplementary  promo- 
tion unit. 

New labels also have been de- 
signed for the two tuna brand n 
illustration of the product ready to 
serve being shown as well as the 
name of the brand. 


G. R. Wright Appointed 


The Brown - Forman Distillery 
Corporation, Louisville, has p- 
pointed George R. Wright as East- 
ern sales manager. He had been 
sales manager of the Old Kentucky 
Distillery, a Brown-Forman  di- 
vision. 
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Elves: 
Market 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 


“Representatives Available,” 
cash with order. 


30 cents a line, minimum charge $1. 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in., 


$4.75 per inch. 


HELP WANTED 


| 


__ POSITIONS WANTED 


New York State Associated Dailies. 

In addition to his publishing ac- 
tivities, Mr. Kessinger was also ac- 
tive in politics and civic life. He 
was mayor of Rome for three terms 
and served as postmaster and as a 
member of various public service 
commissions. He was a delegate to 
the Democratic National Conven- 
tion in 1924 and in the same year 
was defeated candidate for 
Congress. 


as a 


PETER A. RUHL 

Gainesville, Fla., Feb. 24.—Peter 
A. Ruhl, assistant advertising man- 
ager, Gainesville Daily Sun, died 
here Feb. 16. 


LAWRENCE N. FREGAU 
Columbus, O., Feb. 26.—Lawrence 

N. Fregau, 46, account executive 

with the Byer & Bowman Adver- 


making sit-up- | tising Agency, died here yesterday. | 


He formerly was advertising man- 
ager for the Dunn-Taft Company. 


Elliott Harrington, associated 
|Wwith General Electric since 1919, 
has been named sales manager of 
the G-E air con- 


Assistant copywriter for Chicago adv.) \d\ Space Salesman—tTrade or con- | 
agency Young man with sufficient) sumer pub’n—14 years’ experience 
experience to indicate merchandising | good sales record—28 married. Chris- 
sense and ability to write direct-mail | tian | 
li iture and sales letters. $100) Box 3290, ADVERTISING AGE, NYC | 
month. Give age, background, sell| Young woman. now 
Zs rself in i SING _—— and-take-notice record as advertising 
Be . 3291, ADVERTISING AGE, CHGO and promotion manager, wants 
Outdoor Advertising—salesman, Must broader opportunity Imagination, | 
be experienced and a producer Ex-| plus sound business sense 10 years | 
cellent and permanent opportunity varied experience Will leave New 
Trowbridge Outdoor Advertising) York 
Corp.. 6-88 Frelinghuysen Ave.,| Box 3289, ADVERTISING AGE, | 
Newark, N. J. = Ae copy writer, 21, wants work | 
WANTED: Advertising Manager by] with ageney or publication in Chi- | 
p established mid-west farm equip- | cago 
ment manufacturer Should be 25 to! Dennis Hammell, 826 S. Wabash, Cheo 
{) years of age. College education or | - - 
juivalent experienced sales letter MISCELLANEOUS 

ter circulars, layout and = copy, | ————— ——— 

ogs. Salary $1500 to $2200. Good) BAIRDSET ADS OUTPLLE PURB- 

re Present employment will not) lisher set ads by 25°, & year check 
be disclosed without applicant's con proves. Type ruler with your first or 
S¢ Address Weston-Barnett, Ine.,| der. Clean proofs fast dav and night 
Waterloo, Lowa. 


BAIRD, 18 EB. Kinzie, WHI, 4347, Chgeo. 


G. R. Meyercord, 
Decal Inventor 
and Maker, Dies 


Chicago, Feb. 25.—George R. 
Meyercord, 65, president of the 
Meyercord Company, who was 
buried here today, introduced de- 
calcomania transfers to the United 


States in 1894 after the process had 


been used in Europe for several 
years. Mr. Meyercord died here 
Feb. 22. 


Not only did Mr. Meyercord ap- 
ply his inventive talents to improv- 
ing the decalcomania process but he 
also was instrumentabkin broadening 
its applications medium of 
sales promotion. 


as a 


He al invented a freight con- 
taine) the handling of thousands 
ef products that formerly were 


handled individually. Regarded by 
many shipping interests as a means 
of economy in transporting goods, 
the container, which can be shifted 
from motor truck to railroad car, 
eliminating unnecessary handling, 
was approved for use by the gov- 
ernment in 1936. In 1932 he dem- 
onstrated a mechanical cotton 
picker he had perfected. 

Mr. Meyercord also organized the 


Vitrolite Company, Parkersburg, 
W. Va., and Chicago, which he 
headed until 1935. He was presi- 


dent of the American Manufactur- 
ers Foreign Credit Underwriters, a 
member of the board of managers 
of the American Tariff League and 
a director of the Lithographers Na- 
tional Association. 
He was chairman 


and former 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


president of the Haskelite Mfg. 
Company, which has been experi- 
menting in making airplane parts 
from plastics, and was a member of 
the advisory board of the Illinois 
Manufacturers Association. 


Francis Frasee. 
Larkin Company 
Ad Head, Dies 


Buffalo, Feb. 24. — Francis B 
Frazee, 58, advertising director of 
the Larkin Company and one of 


the best known advertising men in 
western New York, died of a heart 
attack here Feb. 22. He marked 
his 25th anniversary with the com- 
pany last June at which time trib- 
ute was paid to his talents 
achievements. 

He was fond of recalling that he 
spent “many a night in the editorial 
rooms of the New York Sun, just 
watching a friend of mine on the 
staff do rewrites. But finally I did 
drift into advertising and found it 
was my calling.” Before entering 
advertising work Mr. Frazee was 
on the staff of the Literary Digest 
and Circle magazine. 

His first advertising job was with 
the New York National Cloak & 
Suit Company, then he served John 
Wanamaker’s, Charles Williams and 
other stores, doing mail order cata- 
log work. He came to Buffalo 
1915 to write advertising for 
Larkin Company. 

A past president of the Greater 
Buffalo Advertising Club, Mr. Fra- 
zee in 1931 was president of the 
Advertising Affiliation. During 


and 


in 
the 


| World War I he contributed his ad- 


vertising skill to the Liberty Loan 
drive. One of his major interests 
was the Boy Scouts of America, be- 
ing a member of the National Coun- 
cil when he died. 


HERMAN M. BATTEY 

Utica, N. Y., Feb. 25—Herman 
Maine Battey, merchandising man- 
ager of the Utica Observer-Dispatch 
and Press, died here Friday night 
He was 51 years old. He was for- 
merly associated with the Syracuse 
Herald and the Rochester Times- 
Union. 


ALBERT R. KESSINGER 

Rome, N. Y., Feb. 25.—Albert R 
Kessinger, editor and publisher of 
the Rome Sentinel for more than 40 
years, died yesterday at the age of 
74. He had been ill for two weeks 

Mr. Kessinger joined the staff of 
the newspaper, with which his 
father, the late Augustus C. Kes- 
singer, was associated for 72 years, 
following his graduation from col- 
lege. He was president of the Rome 
Sentinel Company and the writer of 
a column, “The Melting Pot.” In 
1922, he served as president of the 


| headquarters 


ditioning and 
commercial re- 
frigeration de- 
partment, with 


at 
Bloomfield, N. J. 
E. B. McClelland, 
formerly Eastern 


zone manager, 
has been named 
assistant sales 
manager, in 
charge of field 
operations and 
distributor rela- 


Elliott Harrington 


tions. 
The department’s automatic heat- 
ing sales section will be headed by 


L. H. Hobson, former Western zone 
manager; the cooling equipment 
sales section by C. M. Rowland, 


former zone manager in the Mid- 
west; and the contractor and indus- 
trial sales section by S. Martin, Jr. 
Frank H. Faust has been appointed 
commercial engineer of the entire 
department 


Wisconsin Dailies 
to Hold Conference 


The University of Wisconsin 
journalism school and the Wis- 
consin Newspaper League will con- 
duct their third annual business 
conference at Madison, March 30-31 

Featured speakers will include 
Joyce A. Swan, business manager, 
Minneapolis Star - Journal; Harry 
Gwaltney, assistant advertising di- 


rector, Milwaukee Journal, and 
Prof. William H. Kiekhofer of the 
school’s economics department. A 
special advertising contest will be 
held for league papers 
Rejoins Irving-Cloud 

P. J. Philpott, with the Irving- 
Cloud Publishing Company, Chi- 


cago, in the Eastern territory from 
1928 to 1934, has rejoined the com- 
pany, with headquarters in the New 
York offices. He will represent Job- 
ber Topics and the Super Service 
Station, Irving-Cloud’s two publica- 
tions. 


Herbert Joins Manz 


The Manz Corporation, Chicago 
and New York printer and en- 
graver, has appointed M. B. Her- 
bert, formerly with the Celotex 
Corporation, as sales promotion 


manager. 


Garfinkel Expands 


Sidney Gartinkel Adverti 


ing 
Agency, Los Angeles, is moving 
into larger quarters at its present 
location, the Commercial Exchange 
bldg Beth Fagenstrom, formerly 
fashion coordinator of Korricks’ 
department store, Phoenix, Ariz., 
has joined the staff 
Belfield to Gelatin 
John C. Belfield, formerly with 
N. W. Ayer & Son, has been ap- 
pointed advertising and sales pro- 
motion manager of Gelatin Prod- 


ucts Company, Detroit 


Brewster Becomes Editor 


M. E. Brewster, former advertis- 
ing manager of the Times, Valdosta, 
Ga., has acquired part interest in 
the Dispatch, Cordele, Ga., and 


become its editor and publisher 


Tea Bureau Can't 
Get Money; Cuts 
Its Promotion 


New York, Feb. 27.—Operating 
with a curtailed summer promotion 
budget, due to the difficulty of 
transferring growers’ funds from 
England to the United States, the 
Tea Bureau announced today that 
the campaign will open June 29 
with a full page in The American 
Weekly. The magazine schedule will 
be confined to this publication. The 
bulk of the remaining appropriation 
will be spent in outdoor advertising, 
while the newspaper schedule car- 
|ried last year in 52 cities has been 
| eliminated. 

According to Benjamin Wood, 
managing director, the Tea Bureau 
expects increased sales of iced tea 
|this summer result of adver- 
|tising and promotion during the 
past few years. He cited surveys 
| by Elmo Roper which showed that 
it is served in eight out of ten 
American homes 


as a 


The new outdoor campaign will 
feature the familiar “Tea Peps You 
Up” slogan and an illustration of 
a bathing girl seated beside a huge 
glass of tea. The number of posters 
has not yet been decided. In 1940, 
the Bureau used 2,537 outdoor post- 


ers in 145 cities throughout 36 
states. William Esty & Co. is the 
agency. 


Names Roy S. Durstine 
Crest Oil Company, Cincinnati, 
has appointed Roy S. Durstine, Cin- 
cinnati, to handle its advertising. 
James Smyth is account executive. 


Pearre to R. & R. 


William P. Pearre, formerly man- 
ager of the Caples Company’s Los 
Angeles office, has joined the Holly- 
wood office of Ruthrauff & Ryan. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing Mimeographing 


THE LETTER SHOP, Inc. 


440 8S, Dearborn St. Wabash 8655 
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TNEC Releases ABC Elects i THIS WEEK 
Study of Fair Kynett, Beatty | 
Trade Measures __ to Davis Posts | 


Washington, Feb. 26.—The so- Ponte Vedra, Fla., Feb. 25.— | 
| 
| 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


called fair trade laws are discussed |H. H. Kynett was elected first vice- 
in a new monograph, No. 17, just president of the Audit Bureau of 


released by the Temporary National |Circulations at a meeting of the 
Economic Committee, the authors board of directors here Feb. 21-22, Ty] | T | | L{ | | | | | | | | | | | 
9k} > j ‘ Mocs . “tne ls ler ~ : Senos ‘ | =the = ae 4 
making the point that resale price and Vernon D. Beatty, Sw ift & Co., | rT | T WEEK BY WEEK VARIATION SHOWN HERE | 
maintenance is not in itself a ma-|Chicago, was elected a_ director. a a | TT TITTTI TT] rTTTTy T 
jor economic evil.” They come to! Both fill positions held by the late +++ 4} 1 + ptt hail me 1 
’ . . | | | | | | | 
the definite conclusion, however,! Fred R. Davis. | | | | | 1} | |} | 
that price maintenance devices are D. D. Richards and Stuart Pea- | | | SERSEGT 
; . —————E——E = ++ + +$—+—$+- + ++. + 
bad both in principle and practice.| body, advertiser members of the : Lh | gg | | 
: 4 , . . Bake eee +—+-4_4 tt + 
Both sides of the problem are ABC board committee; B. C. Duffy t r a ia = +++ T 
. | i ni 
outlined and the authors point out|}and Mr. Kynett, members of the | T - . t . 
that one of the principal reasons | Four A’s media committee as well tt fp + tf 4a te py tt +. 4 4 
why legislation by the states is|as advertising agency directors of | | ee ee os a | | 
. . . ‘ | 
sought is that many independent| the ABC, and the ABC newspaper I | eae | 
; pee ™ pthc bleataodl } 4 
dealers fear that  monopolistic|directors met with the newspaper ~ | L | | | ] 
power abuses by those who control | publishers’ visualization committee | TI — TT Bene | | 
national distribution is bound to!to prepare a report for the ABC 1 7 - 1 + 
react to the detriment of small| board meeting in New York | | | 
. i = 9 —~_~= a wd Gey yD . ~ ——w— oT 
retailers, April 21. JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
The monograph represents an The board authorized the imme- 
analysis of material collected by | diate preparation of a book analyz- | 
the Census Bureau, by the Securi-|ing populations according to the | % Gain % Gain 
ties and Exchange Commission in a | 1940 census for the use of magazine, | :* W ee ; 7 W te . Wee < — ie — sila ne 
4 — — ar ¢ — s Someta . | Orla er1oe ‘eriog " ‘ eek ee % « n 
special study organize d by the farm _ paper and miscellaneous Ended Ended Minded perce piv Ended Ended 
TNEC and by the industrial eco-| periodical members. <A_ proposal Feb. 25, 1939 Feb. 24.1940 Feb, 22,1941 1en9 1940 Feb, 24,1940 Feb. 22.1941 L 
nomics division of the Department | made at the bureau’s annual meet- | Akron, © 1,369,163 1,286,983 1,329,477 2.9 + 3.3 178,447 1S2.049 
of Commerce. It is available ing last October to make mandatory | Albany, N. Y 1,773,968 1,054,468 1,049,068 10.9 0.5 125,695 160,310 " 
through the Superintendent of instead of optional a breakdown of ee “— ; het ae gery np tk pe ; x ak ahyete 423.594 : 
- , : : ria more, Me 2,763,356 2 906,101 Oe : 4 + H.o os 23,5! 
Documents, Government Printing | circulation in newspaper city zones jyipyingham. Ala 1,759,226 1,842,890 2, 002,838 + 13.8 + 8.7 258,090 265,930 
Office, Washington, D. C. was acted on and the board voted | jyocton, Mass 2,744,088 2,625,652 2,597,743 5.3 1 246,833 265,330 
— —— to continue the present optional tridgeport, Conn 1,306,312 1.367.940 1.439.592 L102 159 159.460 163.520 
. aate , 4 ‘ ° a) +; ae , . i 7 ¢ o> ag °¢ ‘om 
basis. Buffalo, N.Y 1,915,452 1,846,469 1,991,506 1.0 7.0 250,968 264,627 
G-E Advances MacGutffie The board reaffirmed the rule !'™den, \. J HOY, 235 742,232 665,241 + 30.6 10.4 W457 88,558 
C. I. MacGuffie, with the General aslil hi: bi : Cedar Rapids, ta 666,554 654,682 654,318 1.8 1 44,708 104,146 
Electric Company since 1923, has Providing that a combined total for Mhaviesion, W Va 413.167 393.377 336.933 = ie TET TTR 
been appointed sales manager of the morning and evening editions can wyjeaue. 11 , STB SOF , T95.232 , TRTOT4 » 9 02 19.470 197.770 
electric welding section. He suc-| be shown only when national ad- | Cincinnati, © 2 140.298 2 148.423 2 158.188 L 0.8 0.5 TG S16 274.829 
ceeds L. D. Meeker, now associated vertising is sold exclusively as a Che Veland, © - 11S 735 2,552 lio 2.604 bbe N 4 833,251 349,926 
with the Smith-Meeker Engineering unit in both editions. Columbus, © LG4i sao 1L,S1S,675 1 — MHD ' . } + 1.2 229,802 219,639 
Company, New York. Dallas, Tex 2.994, 681 2,774,433 2,785,583 70 04 592.650 102.813 
; - ie Davenport, Ta 1,187,021 1,230,670 1,306,326 10.1 6.1 162,092 171,024 
Picks Beaumont & Hohman Dayton, © 1,788,180 1LS60,498 150,768 ~ oh + ip. sh 244,000 266,420 
. 7. : Denver, Colo 4 ton 5.12 1,208,313 5.6 + 2.1 5,565 1S.067 
Beaumont & Hohman, Inc., Chi- esd 1,359,206 1.858,158 ry “ie =e ees, 08 488,064 
Des Moines, ta 9 575 26,840 S41, 808 (.o ? 119,220 106,953 
MICA PRODUCTIONS cago, has been named to handle the - = . 
‘ ount of Happiness Tours. In Detroit Mich 2 TOU 8H0 2 754.040 2 4NS5. S00 102 <4 63.833 {185 
ace i Ss " .. : : ” 
BOOKLETS * FOLDERS “hicago travel bureau, Guy Davis | Et,Pas. Tex 415288 1dahs20 | AOANABR | FTBS SIRO ISTBOE 20846 
Chicago travel bureau. Guy Davis | prio, pa 1,296,666 1.262.450 1.240.638 1.3 1.7 217,434 190,780 
MAILING PIECES is account executive. lvansville, Ind 1,493,926 1,557,438 L5S5 976 6.2 2 205,128 202,062 
263 Fall River Mass {53.2908 142.206 D1O,610 12.6 ~ 10.4 51,020 $S,831 
500 (8% x 11”) copies $2: — : : — 
7 edditonel 100s 2e—All sizes Kastor Appoints Katz Flint, Mich 1,149,000 1,142,806 1,213,786 bo + H.2 141,008 152,670 
= sttiaiaiitals Kirby Katz, formerly with Benton |" tn pha _ ve Argett arty + +4 = as +r ane Ms “+ 
ree Descriptive Manual; Complete Price 1 . ee pope - vil “« tS1,793 27,72 ’ n . 132 24.182 ” 
Sladen Aentiahte. tak fen tnt & Bowles, Inc., New York, has bee NlGrand Rapids, Mich 1.207 828 1.287 508 1°41 156 19's y 149814 171.752 
gfe added to the copy staff of Mm: Wiltivsencilis. «. S60,.389 S63.582 1,031,063 10.8 7.0 111,931 135,618 
WAU TIM LITT Toe | e & Sons Advertising Come | iicuston, res 204.026 ——ava.nos ——2.519,116 ¢9.8 + 1.0 200.414 
any, 1icago e will do bo iSunting \ ; 4 . OR TE OS3,3 + 16.5 + 5.3 159,343 
Y.c. w rs . , - intington Vv. Va SO,105 1.028.756 l 44 oO mo bY,343 
480 Conel Street, N.V.C. Walker 5-052 radio and publication copy. indianapolic, Ind o 113 578 *'369 500 2403 156 L497 44 294 660 
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Oakland, Cal 1,141,485 1,271,010 1,200,291 2 i 156,37 126,921 s 
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V: 
Rochester, N.Y 
Rockford, 11 


IN 6 YEARS 


January 1941 compared to January 1935 


nteresting to all concerned with the use of ad- 


ile vertising in Detroit is the remarkable progress need ga N28, 85¢ 868,630 ee ent ne or ty 

; 9, umpa a 148.962 1.107.806 1,129.49 ' 24 129,482 157.7 

made, and being made, by the Free Press. Circu- Toronto, Ont. ¢ 170,508 68,797 2,427,048 1s 6,972 12.47 
‘ , Troy, N. Y 606 66E S4 { HS,5S8¢ 69,2 

; lation in January was the largest for any January Tulsa, Okla , ; 1.328.176 . 18,918 172.18 

: be in Free Press history and was greater by 16,096 rt n, D. ¢ 1.375.811 1819911 ' 

a J s cs ‘ re ‘ ) ’ OX " 1.143.404 146,744 He 8 

Fas copies than in January 1940. Here is a route to 


4 a, Detroit's main buying power that can be used to 
Ege build sales in Detroit during 1941. 


‘i The Detroit Free Press 


On Guard for Over a Century 


Rename Tool Paper “Shopper” to Bow 
Tool Die Machine Progress, The “St. Louis Shopper,” a Sun-| 
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’ : ; Cleveland, will be known as the |day newspaper with 250,000 con- ILLUSTRATING 
JOHN B. WOODWARD, Inc., National Representatives Tool and Die Journal beginning} trolled circulation, will make its | RETOUCHING 

Member Metropolitan Sunday Newspapers Inc. with the March issue. It is the|appearance March 16 in St Louis. | oil 
? official publication of the Special | J. Lionberger Davis is publisher; § ce 
— ° ‘i . . apenas dA (GME 
Tool, Die and Machine Shop Insti-| Arthur M. Donnelly, general man- Ys TRIBLING FALL — 

tute ager, and M. Lasky, edito1 140 South Deardore Street ae 
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ADVERTISING AGE 


the unusual opportunity to replace 

Aluminum Ruling aluminum percolators and other 
|coffee makers with its product, is 

itself a user of aluminum, and is 


. 
Re Ercussions now attempting to develop a satis- 
as |factory substitute. 


Revere Extremely Busy 


‘ 4 ; 
in Many Industries | Revere Copper and Brass _ has 


expanded its spring promotion 

(Continued from Page 1) effort, but this expansion was 
automobiles might soon be very planned before the aluminum situa- 
‘ficult to purchase, and are doing | tion became acute. Its’ kitchen 
al] in their power to prevent serious | Utensil copy is running in Good 
curtailment of normal manufactur- | Housekeeping, Parents’, This Week 
ing operations. Full-page “defense” and Woman’s Home Companion. 
advertisements published this week | The company is in good shape on 
by General Motors and Chrysler materials, but despite operation of 
(illustrated on Page 10 of this|@ new plant with tripled capacity, 


issue), are generally considered as | ‘8 Still far behind orders. 
designed to help in forestalling cur-| Silex is undecided about the 
tailment of this kind. effects of the aluminum ban and is | 


While manufacturers whose prod- | @0ing no advertising at present, yd, 
ucts are made entirely, or almost |its campaign usually gets under 
entirely, of aluminum are naturally | Way for the June bride season and | 
hardest hit by the priority ruling |thus far its plans have ‘not aan 
on that metal, others using alumi-|changed. Savory says it is not 


num in greater or lesser degree are | @ffected, but is doing no advertising 
hit. For example, Westing- | 2OW- 
house is reported to have dropped| Republic Stamping and Enamel- 


three refrigerator models due to|ing Company has made no change 
reity of the metal. and others in |in advertising and merchandising 

the field are expected to take simi-|Plans. It believes that its present 
action. stock in_ stores, warehouses, in 
Aluminum cooking utensil com- | transit and in process of manufac- 
nies are not seriously concerned | ture will carry it through to autumn. 
ut the inroads which competi- | Buckeye Aluminum Company, on 

tive types of ware may make be- | the other hand, has ceased adver- 
use of the shortage—with the tising and has stopped the manu- 

exception of glass—since they be- facture of heavy gauge aluminum 

lieve that porcelain enamel ware, Utensils, confining itself to light 
per, brass, stainless steel and | 8@uge merchandise. 


ownel competitive metals will be Corning in Big Drive 
equally hard hit. 


Griswold Mfg. Company said it 
Survey Made hoped “that in the near future we 
will be able to again put our men 
to work in their usual occupation,” 
thus implying that manufacture of 
commercial products has been com- 
pletely stopped in its plant. 


In order to arrive at a sample of 
at may be expected, ADVERTISING 
Ace today made a telegraphic can- 
of the kitchen ware field. It 
covered that makers of kitchen Corning Glass Works, maker of 
utensils generally have three or Pyrex ware, told ADVERTISING AGE 
four months’ supply of aluminum that it had “no comment” on the 
and, so that there is no likeli- | situation, but the company almost 
hood of any immediate out-of-stock | simultaneously announced the start, 
situation unless the government | in 24 magazines and Sunday news- 
uld requisition these supplies, ; 
ome consider to be a possi- advertising campaign in the history 
\ hough not a probability. of Pyrex ware.” One of the items 
it exception those makers being featured in the promotion is 
im who were queried, in-| 4 new informative label “designed 
cluding manufacturers in Illinois, /t give selling suggestions on the 
Wisconsin, Ohio, Pennsylvania, and | advantages of using this product as 
New York, indicated that promo- |» cooking utensil.” While this cam- 
tion and sales plans for the first six | paign was set up long before the 
months have been seriously upset, | »yling on aluminum was issued, the 
that introduction of new lines has | trade agrees. that Pyrex can be 
been curtailed or stopped, and that|.ounted on to hit. the market 
the ultimate outcome depends | petween the eyes during the pres- 
entirely upon enlarging the supply. ent period. . 
Competitors are not too happy, 
either. For example, the Glass POSSIBLE RESTRICTIONS ON 
Coffee Brewer Company of Chicago, OTHER METALS SEEN 
which might be expected to seize Washington, D. C., Feb. 27.—An- 
ticipated restriction of use of num- 
erous metals and other commodities 
in fields other than those directly 
connected with national defense is 
foreshadowed by formal placement 


magnesium, zinc, stainless steel, 
other less known metals, and cer- 
| » 

}tain manufactured products, on 


paper supplements, of “the greatest | 


Two Consumer 


of such materials as aluminum, |! 


YOU CAN'T LOSE 


{ 

! 

{ —in that important emergency 
| 

| 4 


e, “RUSH” —a familiar term. How often have you 


° 
a 


’ AK: written it on an order to your Typographer, 
raintinG Engraver and Printer—then sat back and won- 
dered if all three would make good! For, if 
only one falls down your schedule is shattered. 
Faithorn Compositors, Engravers and Pressmen 
—all under ONE roof — strive mightily, each 
craft to match the other two in swift and 
sure co-operation to meet your “deadline” 
w  Faithorn brings certainty instead of doubt. 


THE FAITHORN CORPORATION 
| Ad-Setters e Engravers e Printers 
| 504 Sherman St., Chicago «© Phone Wab. 7820 
— 
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TEETH IN DEFENSE 


ATKINS :SAWS | 


E. C. Atkins & Co., Indianapolis, ties 

in neatly with the defense program with 

this page which ran in a score of busi- 

ness papers. Evans Associates, Chicago, 
is the agency. 


the mandatory priorities list. Nickel 
is believed to be next in line 

Thus it is not surprising to find 
that a number of industries are re- 
porting slowing up of production 
and are searching for substitutes 
From the railroad industry, for 
example, come reports of various 
interruptions to production of equip- 
ment and washing machine manu- 
facturers report that plastics are be- 
ing substituted for aluminum 

While the Consumers Division of 
the Defense Commission will at- 
tempt to restrict price increases 
with respect to consumer goods, 
‘ompetent observers point to experi- 
‘nce in previous periods of wartime 
economy as evidence that prices are 
bound to go up. Thus far there has 
been no official indication of any 
move to set prices for consume! 
goods, although pressure will con- 
tinue to be exerted against “unwar- 
ranted price rises.’ 


Boards Urged 
at TNEC Hearing 


(Continued from Page 1) 


of certain existing business prac- 
tices 

Other agriculture officials appear- 
ing before the committee stated that 
large scale enterprise had in many 
instances been helpful to the farmer. 
In this connection they cited the 
fact that chain organizations with 
large distribution capacities have 
been of great assistance to the 
farmer and legislation to hamper or 
restrict the activities of such groups 
would probably have an adverse 
effect on the prices which farmers 
receive. 

Most of the testimony of Isador 
Lubin, commissioner of labor sta- 
tistics, was devoted to price condi- 
tions and proposals to control them 
during the present emergency. He 
urged agencies not to tinker with 


prices any more than absolutely 
necessary and to be sure that in 
price control measures the entire 


economy is considered rather than 
one specific commodity 


Tennessee Travel Ads 
Continue to Pull 


Tourists visiting Tennessee have 
increased every year nee 1937, 
when the State Information division 
started inviting summer and winte 
Visitor through consistent news- 
paper campaigns, according to an 
Advertising Facts bulletin issued by 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
tion 

Figures for the fiscal year ended 
Sept. 30, 1940, show an increase of 
12 per cent in the number of. visi- 
tors.6ver the previous year. More 
thafi 500,000 tourists who registered 


spent more than $9,000,000 during, 


their stay. 


Eatough to “Farm Life” 

Charles Eatough, formerly with 
Galen E. Broyles Company, Denver, 
has been added to the advertising 
ales staff of Western Farm Life, 
Denver. 


- Ld . . 
Macfadden Retires Higher Advertising 
-—7 Standards Adopted 
from Publishing; Associated Furniture Dealers of 
New York, in cooperation with the 
Elder Is New Head local Better Business Bureau, has 
adopted new rules for advertising 
(Continued from Page 1) et selling furniture and Soir 
|the age of 72 years and finding that | coverings. 
my Foundation Enterprises are de-|_ More comprehensive than hereto- 
manding more and more of my time | fore. the new rules of practice apply 
: : to all forms of advertising in the 
and attention, I have decided to) retai) furniture trade, and cover 
relinquish control of Macfadden| §per identifications, finishes and 
Publications. other selling factors. 
“Arrangements have been com- 
pleted for the executives of the 


Macfadden Publications, Inc., to CBS Shifts Schimmel 


take over from this date forth the Clarence Schimmel, formerly in 
entire management of this great the short wave offices of the Co- 
publishing enterprise. lumbia Broadcasting System, has 


been appointed a staff associate in 


“These men, many of whom have oe ; ; 
. the program service department 


| grown up in this’ business, are 
|taking over the reins and will, I . 
ke am sure, carry On the policies and Beech-Nut Takes Music 
principles which have brought Mac- Beech-Nut Packing Company has 
'fadden Publications to its present | signed for an hour “Dance Parade” 
‘important position in the publish- from 11 p. m. to midnight over 
ing field. W IND, Chicago and Gary, Ind., on 
. a 52-week basis, through Newell- 
Emmett Company. ASCAP music is 
available over the station. 


“IT will continue to act as editorial 
consultant, in which capacity 1 
shall stand ready at all times to 
render whatever service I may be 
called upon for.” 


Paying tribute to Mr. Macfad- A Vi ANS 
’ P . s s s a ‘ 


den’s accomplishments over a half 


century, Mr. Elder pledged a con- HOME IS 


tinuation of “the principles and 


purposes for which he strove.” Wis CASTLE 


Richard A. Feldon, Eastern man- 
iger of Liberty, has been named ad- O17 NEW HOMES 
vertising manager of that paper, were built in Shreve- 


ucceeding Mr. Wise Z ss ‘ ' 
It is expected that additional pose during ppods 


switches in the company’s manage- Phat’ s $3,000,000 
ment personnel will be announced worth of CONFI. 
hortls DENCE invested in 

the present and fu- 
Forms Boston Company ture of the great 


G. Warren Cochrane, Jr., for- 
merly with Dickie-Raymond, Inc., 
has organized a new Boston adver- 
tising company, The Cochrane Com- 
pany, 10 Post Office Square, which 


will specialize in sales promotion A OMMEVER ORT TimME® BTATION 
and direct advertising 


ADA Moves Quarters pA Gg 
The Eastern sales office of the 

Advertising Distributors of America Reproteiled by The Qranham Co 

is now located at 400 Madison ave- —_— —sS 


nue, New York Former address ‘ 
was 444 Madison avenue. im Shreveport Louisiana 


“ ’ 
DON’T READ THIS 
IF YOU LIVE IN BRONXVILLE 


| heer is an advertising agency with a lease 
expiring this Spring on about 8,000 ft. who 
will appreciate this whole floor with its superb 
view of Central Park. The executives are men 
of Manhattan, living in the East or West 50's 
or perhaps on Central Park South, or West, 
or in London Terrace, or in the Village—all 
locations handy to this door by three local and 
express subway lines. 


Shreveport market! 


30.000 Watts 


For the top men, there are superb, executive 
offices with real fireplaces and unusual propor- 
tions—just the stimulating, comfortable kind 
of setting creative men require and your clients 
will appreciate when they hear how little it 
costs you. Ceilings are high—there are four 
exposures—the building is owner-managed— 
the tenancy is first-class and the address is 
world-known as headquarters for many years 
of one of America's great industrials © 1790 is 
directly opposite General Motors. 


The space is ready for your inspection—our 
architect is set to make a layout and we are 
ready to go—Phone or drop in when you are 
—Room 1|402. 


Illustrated Folder Available on Request 


1790 BROADWAY CORPORATION 


1790 Broadway—S. E. Corner of 58th Street 


FRANCIS L. CORCORAN, Agent 
CIrele 5-8146 
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March 3, 194} 


Proposals for 
Weaker Liquor 
to Be Debated 


Washington, Feb. 27.—Proposals | 
to reduce the lower limit of proof | 
of gin, whisky, brandy and rum 
from 80 to 60 will be considered at 
a hearing announced for March 18 
by Stewart Berkshire, deputy com- 
missioner of internal revenue in 
charge of alcoholic beverages. 

Also up for consideration will be 
a new labeling limitation, banning 
reference to the army, navy or 
marine corps On labels of distilled 
spirits in any form and also banning 
use of the flag or insignia of any 
nation. 


| regulations are aimed at preventing 
use of brand names on labels which | 


at Lower Price 


Other aspects of the proposed | 
| 


create misleading inferences; per- | 
mitting district supervisors of the 
alcohol tax unit to pass upon appli- 
cations for relabeling of wine, and 
to amend standards of identity for | 
alcohol of “neutral spirits” so as to 


include all products of industrial | 
alcohol plants regardless of the | 
proof at which such spirits have 


been distilled. 


Organize Art Service | 


Cartoon Counsellors, 202 E. 44th | 
street, New York, has been formed 
to specialize in commercial adver- | 
tising art of the comic strip variety. 
S. M. Iger will be art director and 
Adele Taube account executive. 


Improved Quality 


New Tissue Story 
Chester, Pa., Feb. 26.—Dramatiz- 
ing improved quality at a new 
lower price, Scott Paper Company 
will launch its spring campaign for 
ScotTissue in a double page two- 
color spread in the March 3 issue 
of Life, with subsequent insertions 
in seven additional magazines. In- 
itial announcement of the campaign 
was made in the Feb. 24 issue of 


| ADVERTISING AGE. 


Copy will place equal emphasis 
on the greater degree of softness 
in ScotTissue and the price reduc- 
tion, reminding consumers that 


| with prices for raw materials ris- 
|ing, Scott engineers have devised a 
'method of improving the softness 
|of the product while retaining its 
practical strength and at the same 
time reducing the cost. 


Twins Stay in Copy 


The ScotTissue twins, “Softie and 
| Toughie,” will continue in the copy 
'to personify the two most important 
|qualities of the product, softness 
iar strength. 

On the schedule are Good House- 
keeping, Ladies’ Home Journal, Mc- 
|Call’s, Parents’ Magazine and the 
|\Sunday magazine sections of the 
New York Herald Tribune and New 
York Times. A business paper cam- 
paign will supplement the consumer 
schedule. 


FIRST COMPLETE 
BROCHURE ON 


TAXIPOSTER 


ADVERTISING! 
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advertising profession. 


This brochure tells where Taxiposter advertising is available—how 
little it costs—gives proof of guaranteed circulation—tells results 
that both advertisers and agencies have experienced—and gives 
complete details on the preparation and placing of Taxiposters. 
It is the most complete brochure on this subject ever offered the 
Be sure to get your free copy now! 
write Wm. E. Whaley Company, Washington Building, Louisville, Ky. 


Simply 


Get just regular winter 
Services at Gano) 
ane eer KAY 


GUARANTEED 
STARTING Hyz 


——e 


Coca-Cola Adds 
15 Minutes to 


Kostelanetz Show 
New York, Feb. 26.—Coca-Cojg 
Company will add 15 minutes, mak- 
ing a total of three-quarters of an 
hour, to its radio time April 8 when 
“The Pause That Refreshes on the 
Air” will be broadcast from 4:30 to 
/5:15 p.m., instead of ending at 5 
|p.m. Featuring Andre Kostelanet 
and his orchestra, and Albert 
Spalding, the program is aired Sun. 
day over 105 stations of the Colum. 
bia Broadcasting System. D’A cy 
Advertising Company is the agency. 


Jergens Renews 


Andrew Jergens Company has 
renewed Tony Martin and his or. 
chestra and “How Did You Meet?” 
for 13 weeks, effective April 2. The 
former is aired Wednesday from 1] 
to 11:15 p.m. and the latter in the 
following quarter-hour over 66 sta- 
tions of the Red metwork of the Na- 
tional Broadcasting Company in be- 
half of Woodbury face cream and 
powder. Lennen & Mitchell is the 
agency. 


“Mystery” to Continue 


Standard Brands, Inc., has re- 
|newed “I Love a Mystery” for 13 
weeks, effective March 31. The pro- 
|gram is broadcast Monday from 8 
'to 8:30 p.m. over 50 NBC Blue sta- 
tions in behalf of Fleischmann’s 
yeast. Kenyon & Eckhardt is the 
agency. 


Prof. Quiz Shifts 


Liggett & Myers Tobacco Com- 
pany will shift “Professor Quiz” 
from its present time, Tuesday, at 
19:30 p.m., to Thursday, at 10:15 
'p.m., beginning March 13. The 
|half-hour program, in behalf of 
| Velvet pipe and cigaret tobacco, is 
| heard over 70 CBS stations. New- 
'ell-Emmett Company is the agency. 


| Chrysler Takes Davis 


Chrysler Corporation will sponsor 
Elmer Davis four nights weekly, 
| beginning March 3. The news com- 
| mentator will be heard in behalf of 
ithe new fluid drive Monday, 
| Wednesday, Thursday and Satur- 
|day from 8:55 to 9 p. m. over 100 
|CBS stations. He is sponsored Tues- 
|day and Friday by Gillette Safety 
|/Razor Company. Lee Anderson 
Advertising Company is the 
Chrysler agency. 


Photo-Engravers Elect 

The Photo-Engravers Board of 
Trade of New York has elected 
Mark J. Shahinian president. Louis 
|A. Wildman, retiring president, was 
‘named vice-president. Re-elected 
| were Matthew Gliedman, treasurer, 
|Hector Grupelli, secretary, and W 
| Arthur Cole, assistant secretary and 


|managing director. K. Haik and 
\I. L. Thoren were elected new 
directors. 
Freystadt Appointed 

The Fiske Brothers’ Refining 


|Company, Lubriplate division, New- 

ark, N. J., has appointed E. M. 
Freystadt Associates to handle its 
account on lubricants. Magazines 
}and business papers will be used. 
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March 3, 1941 ADVERTISING AGE 35 


PHOTOGRAPHIC REVIEW “ern ees 
OF THE WEEK 


KEEPS ANY CAR’S 
BODY ALWAYS GOOD 
TO LOOK AT! 


"ERECTER SET" MAKES DISPLAYS EASY NEW APPROACH 


THE SIMONIZ COMPANY 
7100 Indiana Ave. Chicago, U.S.A 


i Coopers, Inc., is supplying dealers with this unusual ‘erecter set’ display mate- 
rial, which permits easy display building, allows for a variety of displays, and 
uses vertical space while conserving on horizontal space. 


HALF» HALF 


SIGN CONTRACT FOR NEW MARS RADIO SHOW 


This color page from the current Coun- 
try Gentleman indicates a new copy ap- 


3 proach for Half and Half smoking 
)- tobacco, product of American Tobacco 
8 Company. The museum meerschaum and 
= the workaday briar carry on their own 
a conversation. It is one of a series of 
a advertisements playing up the pipes in 
ne the $25,000 Half and Half collection, 
and is currently appearing in four 
magazines, having started in January. 

at WINS HONORS Consistently comparing the results of Simonizing with the human form divine 
15 Simoniz Company, Chicago, keeps up its attention-getting standards in business 
‘he papers as well as general magazines. This page ran in Jobber Topics. 
of 
is 
ont PLAN CHRYSANTHEMUM PROMOTION 

Signing the contract for the new radio show, “What's Your Idea,’ which Mars, 

Inc., put on a 28-station NBC Red network March 2. Left to right: Harry C. 
Sor Kopf, NBC central division general manager; H. H. Hoben, secretary in charge of 
Kly, advertising for the candy company: Ted Fio Rito, orchestra leader featured on 
ym- the show; James McClain, who will produce the program: Will C. Grant, presi- 
f of dent, Grant Advertising Agency, which handles the show for Mars; and John D. 
lay. Galbraith, NBC Red salesman. 
tur 


100 COMPLICATED STORY TAKEN TO THE PUBLIC 


1es- : 
i a ee 
¥ a + we? 
rson £ wv g 
the af x Pak 
ws) nde . . “ 
wee 
a» Elizabeth Ann Panke, receptionist at 
_ WMBD, Peoria, entered a ‘Miss Anni- 
oo versary' contest staged locally to mark 
- nd the return of ‘Gone with the Wind” just 
—_ to get the ball rolling, and was surprised 
1 W when she was selected as the winner. Armour executives get together to discuss plans for the Treet chrysanthemum 
nd Here she's getting a light from Charles offer and the radio program, ‘Treat Time.’ Left to right are C. E. Darwent 
me E. Barnum, managing editor of the Peoria assistant advertising manager; W. J. Milton, canned food sales department; 
new Evening Star, before her appearance in G. W. Munro, assistant manager, canned food sales department; and C. Heyer, 
her new role. radio advertising manager. 
— CATERPILLAR TELLS ALL IN NEW SALES BOOKLET 
New- 
 M. 
le its 
zines 
oe 


PRECISION 


CATERPILLAR QUALITY 


SUPER FIMISHING 
CRAMKSHAFT 
BEARINGS 
TO MILLIONTES 


r Scenes from the movie produced by General Electric X-Ray Corporation 

ne '§ designed for showing to the public as well as to professional audiences. 

_ "@ top one of the first X-ray machines is operated by means of genial hand : _ ; ; : : 

"ewer: at bottom, a young doctor gets some pointers on the interpretation of Unusual because of its attractiveness as well as its completeness in describing precision operations is this booklet being 
data. (Story on Page 30.) distributed by Caterpillar Tractor Company, Peoria, Ill. 
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a “When California was an Island 


A MAP OF AMERICA, designed in the Seven- 
teenth Century, by an expert geographer, 
shows California as an island. Based on all 
knowledge at that time, this was fact. Today, 
because of broadened horizons of knowledge 
and accurate research, it’s not. 

In the practice of advertising, many of yester- 
day’s “facts” are no longer true today. They have 


succumbed to broadened horizons and more de- 


tailed information about markets and people. And 
many of today’s facts will succumb to tomor- 
row’s new knowledge. 

That is why Young & Rubicam constantly 
pioneers in new types of research, the purpose 
of which is to make advertising more effective. 
To lag in such research, can result in advertis- 
ing campaigns that are as out-of-date as the 


map above of California. 
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